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‘They Dance on Ourld’... 
Overtones of 


Motive Research 
Fret Prof. Sisk 


‘America’ Article Hits 
Adman as ‘Exploiter of 
Weakness, Dream Dealer’ 


New York, Aug. 22—Advertis- 
ing agency people here are agog 
about an article titled “Freud in a 
Gray Flannel Suit,” by John P. 
Sisk, which discusses advertising 
and motivation research. It ap- 
peared in the Aug. 10 issue of the 
Roman Catholic weekly America. 

“A&A good example of MR (moti- 
vation research) at work,” says 
Mr. Sisk, who is a member of the 
English department at Gonzaga 
University, Spokane, “is the virile, 
tattooed arm of the Marlboro cig- 
aret ads, which previously had 
strong feminine appeal. 

“That decorated arm, so the 
story goes, broke through the 
male prejudice-barrier. Marlboro 
switched sexes and upped its 
profits. Significantly, nothing has 
been said about any change in the 
product itself. MR is concerned 


only with packaging and ‘pitch’,” | 


Mr. Sisk writes. 

“Obviously,” he says, “the only 
way to find out about MR is to 
read about it. That is its beauty. 
Not only does it usually take the 

(Continued on Page 80) 


General Mills 
Centralizes Grocery 


Mills Inc. has announced a reor-| 
ganization of its advertising de- | 
partment and grocery products 
division that will give the firm a 
central advertising department 
with direct line policy links to 
lower advertising echelons. 

J. S. Fish, vp and advertising di- 
rector, said: “The intent of the 
new alignments in the advertising 
department is to streamline the en- 
tire advertising setup and so gear 
it to sales to assure accomplishing 
of the company’s marketing ob- 
jectives.” 

J. P. McFarland, general man- 
ager of the grocery products divi- 
sion, said changes are being made 
there to provide (1) utilization of 
product category marketing teams 
to specialize in developing, for- 
mulating and coordinating the 
company’s program to creating 


consumer demand, and (2) to 
make possible future impact of 
\the sales organization on accom- 
|plishment of day to day execu- 
tion of programs. 


s Eliminated in the reorganiza- 
|tion of the grocery products divi- 
sion were the posts of director of 
sales; eastern, southern and west- 
ern area sales managers and their 
assistants; director of merchan- 
dising and planning; promotion 
| manager and grocery products di- 
rector of advertising and special 
service functions. 


| ( Continued on Page 80) 


At Senate ‘Inquest’... 


‘We Want Same Treatment As Paid 


Magazines, Not Lower Rate’: NBP 


NBPers Say They'll Keep 
Paying High Rate to Get 
Second Class Handling 


WASHINGTON, Aug. 22—An in- 
quest into the handling of legisla- 
tion giving second class handling 
to controled circulation business 
publications got under way today, 
with spokesmen for National Busi- 
ness Publications telling the Sen- 
ate post office committee that all 
they want is the same treatment 
that is available to competitors 
who qualify under existing second 
class regulations. 

The half dozen witnesses who 
appeared for NBP insisted they 
are prepared to continue paying 
rates three to three and a half 
times as high as competitors who 
have paid subscription lists. 

“But we believe,” said Harvey 
Conover, president of Conover- 
Mast Publications, “that simple 
justice demands that we be given 
the same postal services to enable 


us to serve our readers on an| 


equal competitive basis.” 


@ The hearing was called after 
Sen. Olin Johnston (D., S.C.), the 
committee chairman, angrily an- 
nounced on the Senate floor last 
week that he intends to expose 


the source of criticism which had 
been leveled at the committee dur- 
ing the past three weeks since it 
reported the controled circulation 
bill without holding hearings. 

A flood of protests, mostly from 
weekly newspapers and _6 state 
newspaper associations, began 
pouring in on Senate members 
after the plan to give better han- 
dling to controled magazines was 
approved by the committee as a 
rider on an unrelated bill previ- 


Ad Setup, Shifts 13 = 


MinneEapouis, Aug. 23—General) = 


Ais 


rd 


GO-TOGETHER—This four-color page 

featuring half a dozen food prod- 

ucts usable together on picnics 

marking “summer’s end,” appear- 

ing in the Milwaukee Journal Sept. 

25, is part of a multiple-advertiser 
series of 10. 


Helene Curtis 
Adds McCann to 
Agency Roster 


Agency Gets $3,500;000 
Account Weiss, Best Also 
Share Ex-Ludgin Business 


Cuicaco, Aug. 23—Helene Curtis 
Industries today added McCann- 
Erickson to its agency lineup, re- 
placing Earle Ludgin & Co., and 
realigned its product line among 
McCann and its two other agen- 


Eggs-in-One-Basket Week ... 


Lorillard, Beech-Nut, 
Armour Unify Accounts 


Armour Consigns All 
Food Ads to Ayer; FC&B 
Retains Non-Food Account 


Cuicaco, Aug. 22—Armour & 
Co. completed a three-year agency 
cycle this week when it handed 
pink slips to Tatham-Laird and 
Henri, Hurst & McDonald, and 
consolidated all of its food adver- 
tising in one shop—that of N. W. 
Ayer & Son. The switch is effective 


*| Nov. 18. 


Shifting of the Armour business 
represents about a $3,000,000 loss 
in billings to Tatham-Laird, which 
handled canned meats, smoked 
meats including ham and bacon, 
fresh, dried and smoked sausage, 
casings and the beef division. 

The loss to Henri, Hurst & Mc- 
Donald will run about $50,000, AA 
was told. The agency handled in- 
stitutional and animal feeds ad- 
vertising, the billings on which 
have been decreasing steadily for 
several years. 


= K. L. Skillin, manager of Ar- 
mour’s advertising and sales pro- 
motion division, told ADVERTISING 
AGE that the company decided that 
a single agency operation was 
more economical and more effec- 
tive than a multiple-agency setup. 

“We have tried both the single 
agency and the multiple agency 
arrangements in the past three 
years for our food products and 
have found the single agency to be 
more effective,” Mr. Skillin said. 

He pointed out that Ayer was 
the only Armour agency that did 
not handle some competing food 
products, and thus was able to 
take on the entire food line. He 


ously passed by the House. 


s After Sen. Gordon Allott (R.,| 
Colo.) took the floor to object to 
| approval of the bill without a hear- 
ing, Sen. Johnston announced the 
bill was being withdrawn, and that 
an investigation was planned “to| 
expose” the “selfish” forces behind | 
the protests (AA, Aug. 19). 

In its testimony today, NBP 
tried to pin its postal difficulties 
on opposition by competitors who 
have a stake in maintaining a 
“discrimination” against controled 
publications, but Sen. Frank Carl- 
son (R., Kan.), ranking Republi- 
can of the committee, said sena- 
tors should not get involved in the 
internal struggles within the pub- 
lishing industry. His colleagues, 
jincluding Sen. Johnston, nodded 


|approval, as Sen. Carlson sug- 
| (Continued on Page 77) 


cies, Gordon Best Co. and Edward 
H. Weiss & Co. 

Following is the new Helene 
Curtis agency and product lineup: 


e McCann-Erickson—Spray N et, 
formerly handled by Ludgin, and 
Shampoo Plus Egg, previously 
with Best. Spray Net, the real 
(Continued on Page 77) 


added that T-L and Henri, Hurst 
had done excellent jobs for the 
company and the parting was ami- 
able. 


® The shift doubled Ayer’s Ar- 

mour billings, and it was estimated 

that Ayer now has at least 60% 
(Continued on Page 77) 


Last Minute News Flashes 


Indian Head Mills Names Needham, Louis & Brorby 


New York, Aug. 23—Indian Head Mills Inc., manufacturer of Indian 


| Head cottons and Pequot sheets and pillowcases, has named Needham, 


Louis & Brorby, New York, to handle its advertising. The account for- 
merly was handled by Grey Advertising Agency. 


General Mills Plans Heavy Push for Muffin Mixes 


MINNEAPOLIs, Aug. 23—General Mills is preparing a concerted mag- 
azine and television advertising campaign for its new line of Betty 
Crocker muffin mixes, which it started selling in the East last week. 
Tatham-Laird, Chicago, will handle advertising for the new mixes, 
which come in four flavors—corn, raisin bran, date and orange. 


Business Paper Group May Buy ‘Brad-Vern’s Reports’ 

New York, Aug. 23—Preliminary discussions are being held for the 
sale of “Brad-Vern’s Reports,” annual business paper advertising 
index, to two or more business publishers’ associations, V. H. Van 
Diver, founder of the Index told ApvERTISING AcE today. However, Mr. 
VanDiver emphasized, the index will be issued by his company this 
November as usual. He declined to say whether Associated Business 
Publications and National Business Publications were the groups in- 
terested, but he said more than one group is interested. The index 
has been published since 1939. Officers at ABP and NBP could not 
be reached for comment. 

(Additional News Flashes on Page 81) 


Kent, Newport Shifted 
to L&N; Baby Food Move 
Gives Y&R All Beech-Nut 


New York, Aug. 23—The new 
management at P. Lorillard Co. re- 
versed an eight-year trend yester- 
day and deposited all its cigaret 
brands at the agency which has 
handled Old Golds off and on for 
30 years—Lennen & Newell. 

Kent and Newport cigarets were 
removed from Young & Rubicam, 
the agency which had introduced 
them both. The decision came sud- 
denly. Working account people in 
both agencies were surprised, and 
so were some Madison Ave. seers, 
who had been peddling inside dope 
that Lorillard intended shifting 
Old Golds to Y&R. 

The two brands probably bill 
about $7,500,000, with about $5,- 
500,000 ticketed for Kent. 


s Consolidationism, which taketh 
away, also giveth, Y&R discovered. 
At the same time it was losing its 
cigaret advertising, it benefited 
from the same sort of development 
at Beech-Nut Life Savers. This 
company switched its baby foods 
billing out of Kenyon & Eckhardt 
and added it to the remainder ot 
the Beech-Nut account at Y&R. 
This move increased the size of the 
account by about $1,000,000. 

At press time AA was unable to 
reach anyone at Duffy-Mott to 
find out what the company plans 
to do with its Clapp baby food ac- 
count, now handled by Y&R. 


s Kent was a forerunner in the 
filter field, and got away to a 
quick start. Its micronite filter, 
sterile-looking package, and pre- 
mium price were notable. But its 
early lead faded with the impact 
of such brands as Viceroy, Wins- 
ton, L&M and Marlboro, Further, 
the tight early micronite filter re- 
quired a high sense of dedication 
from smokers—taut lips and rigid 
jaw muscles were the sign of a 
smoker enjoying his Kent. 

The Y&R commercials, featuring 
Jonathan Blake and a tar test 
with glasses, were much admired 

(Continued on Page 81) 


Personal Income 
Hit $324 Billion 
Level in 1956 


Commerce Dept. Reports 
Total U.S. Income Up 7%; 
Per Capita Figure $1,940 


WasuincrTon, Aug. 23—The Com- 
merce Department has reported 
that the 7% rise in personal in- 
come gained by Americans in 1956 
was spread evenly throughout the 
country. 

With income at a $324 billion 

(Continued on Page 8) 


le ee ee ee ee a re 
ESS, SO gh aR cys ees, a eee ee re oe ak as itis. Bee ii peta RM eM A aa 8 i ARI eG GM cB St Gag gih t ARM tere Ale a Shs mel i 
Poe eam gle iar RES. CE, fet ee ec ial pe RRR ail oe ee BL meio, — ae RT Bee TR alan i eed Mion! ak Ul | We ee nt ACIS: A TOR a med ieee, “aha rama 
oe te. ee Se ee, a eee” amen a, eae ee a Ee eS ae ee om ae 
ee a ee SR I ee ee ae aA Ne nee en a 
5 ai a : ” ! 
eas are 
Lee ie 
@ 
‘ —e 
Pe be, yeaa 3 
Ta ana 
ail + ve 
ea a 
sieges 
oa r ee “4 i ' 
ee : . _ aR AOS ATR 2 a : NEI A aig 
i Ba ‘ : a a : = : ane 
Bi Ee 
—_ i 
ronase PO : 
= a Qn ete 3 a) le  — J 
Saaisg J Zi tle er . a 
emer. | = 4 a) WC 4) UK oa 
Poaae —  — ( bgt ieee ae 
ihe = ea th F = a. 
on = (i TT pe.8 DB “oe 
; om 
| | Housu ao : 
: a 
; —s = a 
> ee f FE 
See late 7 | . 
=. Baie, 
Bardens - Y 
J . : 
meee . na 
enter a - : a | a 
ome : “<> Ne ; | He 
sg —— | hee 
ee: = > 4 gee 
‘ \e r ath 
Ses y an 
aa _~ st V Pre. es . 
init Bathe=Wa . imi = 
! ae _ 
. ane . ma me 
—= i 
a 
i a 
ree 
o., 
gut 
a 
, Jee eerremcener ea cara a 
| a 
la 
2s ae 
im | "7 
| e 
on 
ss 
is ae 
ae UE — Ss 
peri e 
=< , ee ie 
ay 
| ae 
; " 
a i 
. a 
Ae a 
han a = 
oe bier 
* ney: 
: 
— intatibteabided ae ibe \ a 
Nas ig 
soe, pe 
= ios 
oe | 
ee 
| ee 
pees os 
Lae a 
‘= % 
ai = 
ua f Fs 
eee e 
Po 
P ‘ 
pacts Se amen e a oe het eget, ge ot a ami at a, ee ire gl i as ee ee eet gee ; ie ee eee in ii ine ace ions ie ee * si ‘ll : iis i 
se Rte at ee aed on a Pa, ee eee Bee. Sey eee ee Lab pasate Pale ak IES carci Sieh ie eg | eee mame Oe oe, ee ee ee ee mee ae ye Cae ae 2 4c 
i eo ams be eae eee Sphagits Don os ee ae fr cer as ee Ei) a ae «| Sic see ee ee 
aes Nb Liak Tee a i Ne ie aaa Asatte | a oe sepa: Rak ae ae Ma ed Me Zoe rete 7 ae a a ee ae See ce peal Bia a ae 
ee oe ae est 5 eget ee ee ear en ae then | GS a eee pe Deis ee ee ee ay oo oe es oe ep ae ae ee a vy ae ag re Fe PA eee Sr us 
ee Re Boe Singles aR I Bese eee acy a eaeey? Po eee Ae eee oe Sie eee a ee a ere fee ‘ = ee eS See eee em Shes = eee Fete Var ei ee eee ee a 
Aes Bag tel gee ade ia ee . eee eee Sa SLT a e geRRe Wem RM et Maye eS RMS Se TA ae ea Te ETT a te te Oe te ac ee ary Rees Sh BE Ra Sac. VL SI CaS ere at alan Sica 0% sing NESE n ai Saree ti eal Bin, ek has es oe len ai a acne San A Ce 


Be ee ee 


Agency Head Arrested in $1,000,000 
Ad-Solicitation-by-Mail Fraud Action 


Score of Organizations 
Bamboozled by Miller 
Agency, U.S. Charges 


Hartrorp, Aug. 23—A federal 
grand jury, meeting Sept. 5, will 
probe the $1,000,000 interstate 
mail fraud charges brought against 
William P. (Moose) Miller and 15 
associates of the William P. Miller 
Advertising Agency, East Hart- 
ford, last week. 

U. S. Attorney Simon S. Cohen 
said yesterday that the jury will 
be asked to return indictments 
against the Miller group. 

Postal inspectors and U.S. mar- 
shals rounded up alleged conspir- 
ators, headed by William P. 
(Moose) Miller, president of the 
William P. Miller Advertising 
Agency, of East Hartford, last 
weekend. 

U.S. Commissioner Benedict M. 
Holden ordered Mr. Miller held on 
$25,000 bond after a preliminary 
hearing. 

Other warrants are being served 
this week in New York, Provi- 
dence, New Haven and Chicago. 
All persons concerned are charged 
with violation of the U.S. Code 
which prohibits fraud by use of 
the mails. 

U. S. Attorney Cohen said that 
the alleged fraud probably ex- 
ceeds several million dollars. The 
case will probably go to a federal 
grand jury after a downtown 
hearing. 


s Federal spokesmen described the 
Miller operation in this manner: 
Advertising was solicited by mail 
and phone in the name of more 
than a score of organizations. The 
soliciting in many cases was au- 
thorized by unwitting agencies, 
which signed contracts with Mr. 
Miller allowing him to solicit un- 


der their name. 

As an example, authorities con- 
tinued, the United Temperance 
Society authorized Mr. Miller to 
solicit funds for it. 

The contract called for Mr. Mil- 
ler to turn over $11,500 during a 
period of five years. In the mean- 
time, Mr. Miller was free to solicit 
unlimited amounts. 

Other organizations were Put- 

(Continued on Page 79) 


Gore Will Publish 
New Alabama Daily 
Beginning Oct. 15 


MUSCLE SHOALS, ALA., Aug. 20— 
A new morning daily, the Muscle 
Shoals Morning Sun, will begin 
publication about Oct. 15. 

Publisher will be Leroy Gore, 
former publisher of the Sauk 
Prairie Star, Sauk City, Wis., who 
led a campaign in 1954 to recall 
the late Sen. Joseph McCarthy. 
Mr. Gore, who sold the newspaper 
two years ago, plans to live here. 

Much of the stock in the Muscle 
Shoals Publishing Co., which will 
publish the Morning Sun, is 
owned by local business men 
here. The newspaper will be pub- 
lished Monday through Friday, 
with an anticipated circulation of 
between 8,000 and 10,000. 


= The newspaper will use a cold 
type process, and will be printed 
offset. It is believed to be only the 
second newspaper in the U.S. to be 
printed this way. It will serve the 
three neighboring cities of Muscle 
Shoals, Sheffield and Tuscumbia. 
The new daily will be in com- 
petition with the Times and Tri- 
Cities Daily, both of Florence, 
Ala., with a combined circulation 
of more than 19,000. Both are 
afternoon newspapers. # 


Ads Abroad Must Sell America if They 
Are to Sell U.S. Goods, Says Bernays 


Head of USIA Support 
Group, PR Veteran Runs 
1-Man Probe of Europe 


Lonvon, Aug. 20-—Advertising 
has an important role to play in 
fostering a better understanding of 
America abroad, says Edward L. 
Bernays, dean of America’s public 
relations experts. 

Two immediate ways in which 
American advertisers could help, 
Mr. Bernays suggested, are: (1) 
By avoiding “brashness and bump- 
tiousness” in their advertising in 
Britain and (2) in a more pos- 
itive way, by using their advertis- 
ing in Britain to reflect a true 
picture of America. 

He added he thought it was in 
the advertisers’ interest to do this 
since “you have to sell the people 
on America before you can sell 
them American goods.” 

Mr. Bernays, 65, has just spent 
17 days in London, combining a 
vacation with his duties as chair- 
man of the National Committee for 
an Adequate Overseas U. S. Infor- 
mation Service. During that time 
he carried out an independent one- 
man survey of British attitudes 
toward America. 

Interviewed last week, a few 
hours before he left for Italy for a 
further inquiry into U. S. Informa- 
tion Services and loca] attitudes, 
he reported a “sharp rise” in anti- 
Americanism in Britain during the 
past three years. 

In 1954 a poll indicated that 41% 
of Britons were favorably dis- 
posed toward the U. S., and 30% 


were unfavorably disposed, said 
Mr. Bernays. 


= “I would guess that today the 
situation might be reversed and 
that 41% and perhaps more are 
unfavorably disposed toward the 
U. S.,” he said. 

He bases his contention on views 
expressed in letters from Britons 
which flooded into his hotel suite 
in response to invitations he made 
in letters to newpapers and during 
an appearance on television. He 
also talked with nearly 200 Britons 
and Americans on the question. 

He is compiling a report on his 

(Continued on Page 40) 


Names Shift, but 
Chicago Agencies 
Total Same: ‘P-D’ 


Cuicaco, Aug. 20—Although 
there were numerous additions and 
deletions over the past year, this 
city has the same number of ad- 
vertising agencies this year—261— 
as in 1956, the 1957 edition of the 
St. Louis Post-Dispatch’s annual 
directory of Chicago’s general 
agencies shows. 17 new agency 
mames were added to the list; 17 
were dropped. 

Among the better known new- 
comers were Norman, Craig & 
Kummel, which opened an office 
last month to service the Pabst 
Brewing Co. account; Donahue & 
Coe, which consolidated with Ar- 
thur Grossman Advertising; Reach 
McClinton & Co., which opened its 

(Continued on Page 44) 


AUTOGRAPH HOUND—The Post division of General Foods Corp. will 
offer this Signature Pet to dog lovers early in September. The mail- 
in premium will be featured on Gaines dog meal packages and will 


be available for $3 plus a label. 


Benton & Bowles is the agency. 


‘Post’ Holds Back Subscribers’ Copies, 
Films Berett Readers’ Candid Testimonials 


PHILADELPHIA, Aug. 20—Some 
months before The Saturday Eve- 
ning Post broke with its now fa- 
mous “The Influential” campaign, 
the promotion department of that 
publication had launched into a 
unique approach for a promotion 
film. 

The Post decided it wanted to 
present to prospective advertisers 
first hand, unrehearsed documen- 
tary evidence of Post readers’ re- 
actions. 

The result was a 25-minute film 
produced by Allen Funt, who has 
made a specialty of interviewing 
people for tv and the theater with 
a hidden camera and microphone. 
In cooperation with the Curtis 
Publishing Co., he plotted to se- 
cretly interview a group of typical 
Post readers to learn their deepest 
and most sincere feelings about the 
Post. 

This was accomplished to an ex- 


Funk Sets 10-Page 
Hybrid Corn Ad in 
‘Successful Farming’ 


BLOOMINGTON, ILL., Aug. 20—A 
ten-page, four-color corn-buying 
guide, believed by the publication 
to be the largest ad ever to appear 
in a farm publication, will run for 
Funk’s G-Hybrids in the Septem- 
ber issue of Successful Farming. 

The thumb-indexed ad unit has 
keyed descriptions of 19 of the 
most successful Funk’s G seed corn 
hybrids, produced by Funk Bros. 
Seed Co., Bloomington. The Suc- 
cessful Farming ad will be supple- 
mented by extensive use of dealer 
presentations, sales conferences 
and radio and farm paper adver- 
tisements. 

Included in the ad will be maps 
showing areas in which each key 
hybrid has been most successfully 
raised, descriptions of the seeds 
and testimonials. 

Reaching farmers late in August, 
the ad will give Funk salesmen 
what the company believes will be 
a strong competitive edge. E. H. 
Brown Advertising Agency, Chi- 
cago, is the agency. 


= Ata recent meeting, E. D. Funk, 
president, told district managers 
that the Successful Farming ad “is 
challenging competitive growers to 
match G-Hybrid performance.” 

Bidding for complete consumer 
and dealer support of its new pro- 
gram, the company has produced 
an elaborate series of sales aids. 
Each associate producer of the seed 
was supplied with preprints of the 
Successful Farming ad for distri- 
bution to dealers and large users. 

900,000 corn data notebooks, with 
information on how to weigh and 
compare yields, will be given to 
farmers. Handbooks, with repro- 
ductions of the ten-page ad, are 
being prepared for use by dealers. 
Local growers will receive tailored 
four-page ad reprints to sell hy- 
brids best suited to their respective 
areas. # 


tent that surprised even Mr. Lunt, 
who found himself faced for the 
first time with a 100% positive re- 
action to his interviews. He tried 
hard to solicit criticism, but just 
couldn’t. 


® This was how it was done: Sev- 
eral months ago in Morristown, 
N.J., 100 readers of the Post were 
surprised to find no magazine in 
the mail for two weeks. There was 
no explanation, no warning. This 
was a deliberate “experiment” by 
Curtis. 

Shortly after the two-week pe- 
riod, each subscriber received a 

(Continued on Page 82) 


GE Is ‘Most 
Respected’ by Youth, 
‘Scholastic’ Finds 


New York, Aug. 20—Most re- 
spected company in the U. S., in 
the view of American young peo- 
ple, is General Electric. 

That’s a finding in a survey con- 
ducted by Scholastic Magazines on 
the “attitudes of high school youth 
toward college and business.” 

The survey of 5,855 teen agers 
(3,000 boys and 2,855 girls) car- 
ried this question: “If you were 
asked to select the nationally 
known company whose name and 
products or services you most re- 
spect, which one would you se- 
lect?” 

General Electric was picked by 
26.4% of the boys and 25.5% of the 
girls. In second place was General 
Motors, with 17.2% and 8.6%. 


Du Pont and U. S. Steel placed a 
distant third and fourth, with 7- 
plus percentages. Other companies 
named by the teen agers were 
Westinghouse, Standard Oil, Ford 
Motor Co. and Bell System. # 


Shiki 7 O/ 


INCOGNITO—Parker Pen Co. has 
signed up a team of celebrities to 
appear in four-color ads in Life 
and The Saturday Evening Post 
for its new capillary-action pen. 
But it doesn’t identify them. This 
is Bill Holden. Others include Doris 
Day, Carl Sandburg, Bob Hope and 
Charles Coburn. 


Advertising Age, August 26, 1957 


Servel Dropping 
Appliances; Once 
Big Advertiser 


EVANSVILLE, InpD., Aug. 22—If 
present plans of Servel Inc. to 
move out of the gas refrigerator 
and air-conditioning business 
eventuate, one of the most fa- 
mous names in appliance adver- 
tising will disappear from the 
scene. 

Current news reports tell how 
Servel has lost money since 1953, 
and how it plans to sell its All- 
Year Air-Conditioning division to 
Arkansas Louisiana Gas Co., and 
its home appliance business to 
others, and eventually to find one 
or two businesses “with proven 
earnings capacity,” 


s But in 1953 things were differ- 
ent. Then, as ADVERTISING AGE re- 
ported in its Dec. 15, 1952, issue, 
Servel was unleashing a $6,000,- 
000 “knock ’em dead” national 
and local consumer and trade 
campaign. Four-color pages in 34 
magazines were used for Servel 
freezers, refrigerators, air condi- 
tioners and gas heaters. Twelve 
trade papers ran spreads. There 
was a newspaper campaign in 100 
major markets, “a saturation-type 
radio and television spot drive in 
most major markets, and a 24- 
sheet outdoor poster drive.” There 
was even a million dollar five- 
hour “1953 Show of Stars” for 
dealers, with two road companies, 
each boasting “10 dancers, 6 show 
girls, 12 dramatic people, 2 pages, 
5 singers, a comedian, narrator, 
musical conductor, 4 musicians, 4 
stagehands, a sound man, ward- 
robe mistress, projectionist, com- 
pany and unit managers and an 
assistant director.” 

All this dealerized glamor was 
built around the four appliances 
mentioned above, plus the brand 
new portable electric Wonderbar. 
It was shown in 30 cities, to some 
30,000 dealers, utility representa- 
tives and distributors. Hicks & 
Greist was then the Servel agen- 
cy. 


\s But 1953 plans did not pan out. 

and Servel, already fighting a los- 
ing battle against electricity, 
moved rapidly down hill, both as 
an advertiser and as a factor in 
the appliance business. 

The company’s rise and decline 
as a national advertiser of impor- 
tance in the postwar period is 
graphically demonstrated by the 
advertising record books, Starting 
in 1945 with measured media ex- 
penditures of $167,000, Servel’s 
measured expenditures (not in- 
cluding co-op, point-of-sale, etc.) 
rose to a peak of $1,604,000 in 
1953, and then declined sharply to 
$179,000 last year. 

Here is the year-to-year record: 


BOGE ccccccccccees $ 167,746 
_ SET EEEEEee. 259,620 
ME se dbctossvcss 740,833 
BED: is ova vncesses 1,075,061 
__ Seer TS ree 818,299 
eee eee 917,582 
— Serer, 1,133,685 
eres. 797,692 
SSP 1,604,943 
See ae 563,147 
Seo 232,194 
Pero eee Ter 179,600 


Baldwin Plant on Block 

Baldwin Piano Co., Cincinnati, 
has moved to sell its Anchor plant, 
used for defense production, for 
$2,100,000. The company will com- 
bine defense production with its 
piano and organ output at its Gil- 
bert Ave. plant. The company’s 
sales in 1956 declined to $28,700,- 
000, compared to $32,500,000 in 
1955. Robert A. Cline has been 
named to handle sale of the An- 
chor plant. 
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Advertising Age, August 26, 1957 


No Decanters 
for National's 
Brands This Year 


But Distiller Will 
Gift Wrap Its Regular 
Packages at the Plant 


New York, Aug. 21—A major 
distiller for the first time an- 
nounced today it has eliminated all 
decanters from its holiday line. 

National Distillers Products Co. 
(a division of National Distillers & 
Chemical Corp.) disclosed at its 
annual pre-holiday sales meeting 
today that its entire line this year 
will be offered in the regular bot- 
tles, but all will be gift wrapped 
at the distillery. 


s The company is spending $2,- 
500,000 to prewrap its products for 
the holidays. In addition, it will 
spend $7,000,000 on holiday adver- 
tising and promotion. About 35% 
of this will be spent for magazine 
advertising, and remainder will be 
invested in newspaper and outdoor 
advertising and point of purchase 
materials. 

Another new advertising cam- 
paign will break next week in Life 
featuring Kentucky bourbon as the 
traditional American whisky. This 
campaign will be expanded after 
the holidays. It will present histori- 
cal evidence to collaborate the 
company’s claim that Kentucky 
bourbon is the only whisky tradi- 
tionally entitled to be called Amer- 
ican whisky. The Kudner Agency 
will handle this special campaign. 


s B. C. Ohlandt, vp and general 
manager of the company, and Allan 
MacDougall, vp and general sales 
manager, said that the decision to 
eliminate decanters was based on 
a survey conducted by National 
Distillers’ five advertising agencies, 
an independent research organiza- 
tion and the company’s own re- 
search department headed by Ben- 
jamin W. Corrado. 

The correlated findings, they 
said, showed: (1) The novelty of 
decanters has worn off; (2) de- 
canters have been used for too 
many types and brands of liquors; 
(3) dealers object to the variety of 
decanters now in use, the physical 
problem of displaying them and 
are afraid of the inventory problem 
following the holiday season; (4) 
consumers have become skeptical 


(Continued on Page 79) 
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De Laval Boosts 
Milking Machine 
with ‘Biggest’ Push 


PouGHKEEPsIE, Aug. 21—This 
month the De Laval Separator Co. 
is introducing two new milking 
machines to the farm market with 
the biggest and most concentrated 
program the company has ever 
used for a new product, according 
to John H. Bronson, ad manager. 

The products are a new sus- 
pended milker (a _ streamlined 
container suspended under the 
cow) and a new pail-type milker. 

A total of 35 farm publications 
will carry the two-color ad units, 
including Capper’s Farmer, Pro- 
gressive Farmer and Successful 
Farming. The ad will run from 
mid-August through September. 

The company reminds dealers 
that $40,000,000 was spent for 
milking equipment last year. It 
provides the dealers with a kit in- 
cluding mailing pieces, ad mats, 
streamers, suggested radio spots 
and news releases, to enable them 
to tie in with the national cam- 
paign. It is also making available 
discounts up to $35 for displaying 
any of several De Laval milking 
machine outfits. 

Donahue & Coe, New York, is 
the agency. + 


Foil-Wrap Bread, 
Reynolds Push 
Urges Bakers 


LovIsvILLE, Aug. 21—Reynolds 
Metals Co. will launch a multi- 
media ad campaign in September 
aimed at getting more bakers to 
use aluminum foil as a bread wrap. 

One phase of the campaign is 
to persuade housewives that foil- 
wrapped bread is better because 
it stays fresher longer than bread 
in transparent film or waxed pa- 
per. The ad copy will presume on 
the housewives’ familiarity with 
Reynolds Wrap to make the point. 
This part of the campaign will be 
launched with a color ad in the 
Sept. 9 issue of Life. 

Tv promotion along the same 
line will be carried on “Circus 
Boy” (NBC-TV) and “Disneyland” 
(ABC-TV) which Reynolds will 
co-sponsor beginning Sept. 11. 

Meanwhile, Reynolds will carry 
the argument directly to the bak- 
ers with trade press ads. Reynolds 
will point to research confirming 
that aluminum foil wrap is superi- 


5 
f & 
; e 


A 
¥ 
oo 


c.1 & 


(Continued on Page 44) 


VANE 


a 


“A 


2 
Ps 


te Qaodnese: aa 
REYNOLDS WRAP 


y 


FOILED—Life ad and point of sale material will carry Reynolds Metal 
Co’s foil-wrapped bread promotion directly to the housewife. 
Reynolds wants to increase the demand for foil-wrapped bread to 
increase use of aluminum foil by bakeries for bread packaging. 


Buchanan & Co., New York, is the agency. 


EXCLUSIVE—This square-quarter ad 
will run in seven publications, in- 
cluding the Wall Street Journal, 


to introduce Martex’s “limited 
edition” of its Patrician towel gift 
set. 


Martex Ads Tell 
of ‘Limited’ $30 
Gift Towel Set 


Its Towel Girl Now 
Established, Martex 
Uses ‘WSJ,’ More B&W 


New York, Aug. 20—Martex, 
which two years ago confounded 
the industry with its luxurious $6 
Patrician towel, this year is plot- 
ting two more innovations: It is 
introducing a posh Patrician gift 
set for Christmas selling and is 
adding the Wall Street Journal to 
its media list. 

The company is aiming to make 
the 14-piece Patrician towel set an 
“exclusive” gift. Priced at $30, it 
will be available in a “limited edi- 
tion” only, and each set will be 
“registered” at the store when it 
is purchased. It is packaged in a 
grey suede chest with a grey foil 
lining and a silver name plate 
label. A gift card is attached inside 
the lid. 

Square-quarter b&w ads will pic- 
ture the chest against a black back- 
ground, and copy will recommend 
the set “for those very special peo- 
ple.” Besides the Wall Street Jour- 
nal, the ad will run in November 
and December in Martex’s custom- 
ary media: House Beautiful, House 
& Garden, New York Times, Sun- 
set Magazine, The New Yorker and 
Town & Country. 


® This gift campaign is in addition 
to the company’s regular Patrician 
campaign, which is now starting its 
third year. When Martex first 
broached the Patrician towel in the 
fall of ’55, the industry was highly 
skeptical. No one figured the public 
would be willing to pay $6 for a 
bath towel, even if it were made of 
all-combed fine Egyptian yarns. 
Shortly, however, the towel was 
selling briskly in 150 stores, and 
Martex had started a campaign of 
color spreads, picturing a dark- 
(Continued on Page 6) 


Niagara Falls Daily 
Sets Sunday Edition 


NracaRa Fats, N.Y., Aug. 21— 
The 103-year-old Niagara Falls 
Gazette will publish a Sunday edi- 
tion, beginning Oct. 6. 

The Gazette, a member of the 
Gannett newspaper group, provides 
95% coverage of urban homes in 
Niagara County and ranks 41st in 
advertising linage among «|! U.S. 
evening newspapers, according to 
Media Records figures for the first 
six months of this year. 

The daily was acquire by the 
Gannett chain in November, 1954. 
It will carry Family Weekly, in 
addition to 30 comics and a locally 
edited radio-tv magazine. The 
newspaper will offer r.o.p. color. # 


‘What About Beans?’ ... 


There's Other Business Like Show 
Business, Blaine-Thompson Discovers 


Former Theatrical Shop 
Diversifies; 28% of Its 
Billing Is Off-Broadway 


New York, Aug. 21—Can an 
agency change its “type?” A case 
for the affirmative is Blaine- 
Thompson Co., the country’s third 
oldest agency, which was known 
primarily as a theatrical and mo- 
tion picture agency until 1953. 
Since then it has recast itself into 
a consumer products shop which 
handles more than 50 products, in 
addition to its entertainment ac- 
counts. 

This transformation started 
about four and a half years ago, 
when Albert Lee Lesser, head of 


Herbert J. Stiefel 


Albert Lesser 


Blaine-Thompson, met Herbert J. 
Stiefel, then vp and account exec- 
utive with Peck Advertising. 

Mr. Lesser, who was inheriting 
the agency from his father, was 
investigating various ways of 
achieving agency growth. The 
agency already had a king-size 
chunk of the theatrical and motion 
picture business (Warner Bros., 
the Shubert Brothers, Columbia 
Artists, Theater Guild Produc- 
tions, Metropolitan Opera, Lewi- 


Promotion-Wary 
Jewelers Lag Behind 
Economy, Says Mapel 


New York, Aug. 20—The sales 
of jewelry retailers have not kept 
pace with the sales of other retail- 
ers because the jewelry sellers 
have lagged behind other retailers 
in promoting and advertising their 
products, Eugene B. Mapel, vp of 
Barrington Associates Inc., said last 
week in a talk at the annual meet- 
ing of the Jewelry Industry Coun- 
cil 


Pointing out that newspapers are 
the primary medium used by re- 
tail jewelers to reach their mar- 
kets, Mr. Mapel said that from 
1949 until 1955 all retail newspa- 
per advertising in the major cities 
in the U. S. increased 15%. Dur- 
ing the sarhe period, jewelry retail 
advertising in newspapers de- 
creased 15%, he said. 

As for the national advertising 
of jewelry, Mr. Mapel asserted that 
from 1948 until 1955, all national 
advertising increased 63%, while 
jewelry national advertising- in- 
creased only 8%. 

From 1948 until 1954, Mr. Mapel 
pointed out that all retail sales in- 
creased 32%, while jewelry store 
sales increased only 16%. 


s “There are indications that peo- 
ple in your industry have failed to 
recognize that pre-selling invest- 
ments are essential to build store 
traffic—that industries can no 
longer depend on face-to-face sell- 
ing to move real volume,” Mr. Ma- 
pel said. “The face has to be seen 
before the face cart be soldi” 

He said there are no signs that 
the jewelry industry is growing as 
fast as the American economy. 
“Instead, we find that the aver- 
age jeweler is little more than 
holding his own,” he said, # 


sohn Stadium Concerts, etc.). So 
further agency expansion had to 
come from other fields. 


= Mr. Stiefel, on the other hand, 
was casting about for ways to set 
up his own agency and put into 
action some of his own ideas on 
what an agency should be. 

It didn’t take long for these two 
men—Messrs. Lesser, “the ana- 
lytical administrator with an 
agency,” and Stiefel, “the enthu- 
siastic salesman with ideas”—-to 
decide to combine their talents 
and set up a fledgling consumier 
products division of Blaine- 
Thompson, to operate alongside 
the agency’s venerable theatrical 
and motion picture divisions. 

“We had trouble at first,”* Mr. 
Stiefel admitted frankly to Ap- 
VERTISING AGE. 


“It wasn’t easy convincing peo- 


||ple that we could sell products as 


well as tickets. They didn’t care 

how successful we were at pro- 

moting Marilyn Monroe—‘What 
(Continued on Page 82) 


McGraw-Hill Shifts 
Execs in Integration 
of International Corp. 


New York, Aug. 20—With the 
retirement Nov. 1 of Paul Mont- 
gomery as president of McGraw- 
Hill International Corp. and senior 
exec vp of Mc- 
Graw-Hill Pub- 
lishing Co. a 
number of ma- 
jor admininstra- 
tive changes will 
be made in the 
international cor- 
poration. 

After Nov. 1, 
Nelson Bond, 
exec vp, publica- 
tions division, 
McGraw - Hill 
Publishing Co., will also assume 
general supervision of all maga- 
zines published by the internation- 
al corporation. 

Basil Daneison, vp in charge of 
book operations of the internation- 
al corporation, will report to Curtis 
G. Benjamin, president of Mc- 
Graw-Hill Book Co. Mr. Benjamin 
will supervise all book publishing, 
including that of the international 
corporation, and will have general 
supervision of McGraw-Hill’s Lon- 
don and Canadian offices. 

Eugene P. Warner, senior vp and 
general manager of the interna- 
tional corporation, will continue 
in a staff administrative capacity. 
He will act as liaison officer for 


(Continued on Page 79) 


Curtis Benjamin 


GARDNER FRANK JOHNSON, formerly a 

vp and account supervisor of Ogil- 

vy, Benson & Mather, New York, 

has joined Brown-Forman Distill- 

ers Corp., Louisville, as director of 
promotion, 
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Dant to Push 
Gift Sales in 
$2,000,000 Drive 


Kook Cites Straights’ 
Capture of 51% of U.S. 
Whisky Market in ‘57 


ATLANTIC City, Aug. 22—New- 
ton Kook, president of Dant Dis- 
tillers Co., a Schenley Industries 
subsidiary, told a sales conference 
here last night that the trend to- 
ward straight whisky and away 
from blends is continuing to grow. 
And, he declared that liquor sales 
this year will hit 218,000,000 gals., 
3,000,000 gals. more than in ’56. 

Straight whiskies have register- 
ed the greatest gains this year, 
Mr. Kook said. “During the first 
six months of °'57, straights ac- 


counted for 51.7% of domestic 
whisky sales. This is the first time 
since the end of World War II,” he 
said, “that straights have outsold 
blended whisky.” 

Dant is benefiting particularly 
by the trend to straights, Mr. Kook 
said. The company’s business dur- 
ing the first nine months of its 
fiscal year totaled 2,000,000 cases, 
“an amount equal to the company’s 
total sales during its record break- 
ing 1956 year.” 


® Beginning Sept. 1, Mr. Kook 
said, Dant will launch a $2,000,000 
advertising program. About 35% of 
this budget will be used to stimu- 
late consumer buying of the com- 
pany’s products as holiday gifts, 
with emphasis on J. W. Dant bond- 
ed bourbon, which will be present- 
ed in a new decanter. 

In addition, Mr. Kook announced 
the formation of a new division 
within the company to develop 
sales of its lesser known whiskies 
—Jesse Moore, Greenbrier, Sam 
Thompson and Wilkens Family. 


Dant has three agencies: Klepp- 
ner Co. for J. W. Dant, B.P.R., 
Ultra De Luxe, Pebbleford, Olde 
bourbon, Greenbrier, Old Quaker, 
Sam Thompson, McCormick’s, 
Green River, Monticello, and Wil- 
kens Family whiskies; McCann- 
Erickson for Belmont and Three 
Feathers; and Norman, Craig & 
Kummel for Gibson Whisky. # 


Teletype Corp. Appoints 
Marsteller, Rickard 

Teletype Corp., Chicago, a sub 
sidiary of Western Electric Co., 
has appointed Marsteller, Rickard, 
Gebhardt & Reed, Chicago, to 
handle its advertising, effective 
immediately, with first space to 
be placed in January publications. 
Cunningham & Walsh, New York, 
will handle the remainder of Tel- 
etype’s 1957 ad program. The ac- 
count billed about $40,000 in 1956 
and is expected to bill about $75,- 
000 this year. 

Cunningham & Walsh retains 
the balance of the Western Elec- 
tric account. 


NORTH 


CAROLINA } 


“IN THE 75-COUNTY PIEDMONT NORTH CAROLINA AND VIRGINIA MARKET REACHED BY WSJS.TV 


CALL HEADLEY-REED FOR THE BIGGEST, RICHEST MARKET IN THE SOUTHEAST 


Ads must sell America abroad to sell 
goods abroad, Bernays says ............. Page 2 


10-page corn-buying guide ad is run 
in Successful Farming by Funk 
Bros. Page 2 


There are 261 agencies in Chicago, St. 
Louis Post-Dispatch card shows Page 2 


LeRey Gore, publisher who tried to have 
Sen. McCarthy recalled, starts Alabama 
daily newspaper 


The Saturday Evening Post subjects read- 
ers to “Candid Camera” interview, 
finds readers like the magazine .Page 2 


Agency head Miller of Hartford arrested 
on charges of mail fraud ............ Page 2 


General Eleciric is the company most re- 
spected by youth, Scholastic Magazines 
finds 


Servel, once big appliance advertiser, is 
planning to pull out of appliance busi- 
ness 


“Biggest, most concentrated ad program” 
will push De Laval’s milking ma- 
chines 


Niagara Falls Gazette will publish Sunday 
editions starting Oct. 6 Page 3 


Martex ads boost new $30 Patrician gift 
towel set 


National Distillers will eliminate decant- 
ers from its Christmas line ........ Page 3 


Reynolds urges bakers to wrap their 
bread in aluminum foil Page 3 


Blaine-Thompson finds being an adver- 
tising agency as exciting as being a 
theatrical agency 


Jewelers, lagging in promotion, advertis- 
ing, lag in retail, national sales, too, 
Mapel says 


McGraw-Hill shifts execs in integration 
of International Corp. ................... Page 3 


Dannon fights price-cutting competitor 
with ads stressing quality of its yo- 
gurt 


Philco-Bendix uses 100 pages in Home 
Furnishings Daily to boost home laun- 
dry appliances Page 22 


Agency heads will lecture on creative 
advertising at UofC 


Highlights of This Week's Issue 
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Versatile adman Robert Jay Misch de- 
votes himself to horticulture, cooking 
in spare time 


When client forgets old contract proviso, 
agencies get confused on which one of 
them has the jen Page 32 


Dodgers would get more from pay-tv, 
Giants less in West Coast move, Pulse 
says 


Caterpillar uses spreads in Vision to pro- 
mote Latin American roads ........ Page 34 


Triangle Publications flies 10 agency men 
to Johnstown, Pa., to check over its 
station's coverage there Page 55 


Home Insurance Co. buys Jack Benny 


radio Show for fall .......--c00 Page 55 
House approves bill requiring full 
information on fiber content on la- 
WD. cxtehctesantencssesneeaamnnenocnntal Page 56 


Canadian government splits up its account 
among 14 agencies Page 57 


Olin will use weather spots on “Monitor” 
to promote anti-freeze Page 6 


Popai names group to implement code on 
\Nthical Practices ........ccccccccreeseceneeees Page 63 


Magazine Publishers Assn. report covers 
magazine distribution and history of 
American News C0. 20.0... Page 69 


Mexican earthquake shakes some agencies 
out of their quarters 


REGULAR FEATURES 


Advertising Market Place ........... 
Coming Conventions 
Creative Man's Corner ... 
Department Store Sales 
Drawthinks .... 
Editorials 
Employe Commaunicat 
Getting Personal ........ sionetbenesitilitinagtansiiel 
Looking at Radio and TV. 

Leoking at Retail Ads 
Magazine Linage 
Obituaries 


Everybody's Daily, Polish-English news- 
paper in Buffalo, goes bankrupt Page 30 


On the Merchandising Front ................... 7 
Photographic Review oo.cccs oo 
Production Tips .......... = 
EID - MINNIE » i2icicicncnanencnnmresemsctneretnese evel 
Salesense in Adverti a 
This Week in Washington cciculiitlinditigaiatale 38 
Voice of the AGvertiser .............-cccccccecccssene u“ 


What They're Saying ................... 


BS to ead dll 


sharply 


Phototype was excellent in quality and simple to work with. 
No more typesetting and ‘‘blowups” for headline type after 
| 


Call, 


FAST OVERNIGHT AIR SERVICE 


ll 
f / 
Words 


get your message across 


Warwick Phototype 


§ Just a note to let you know that the copy you set for us in 


working with the crisp sharpness of type set photographically. ” 


Make your sales point sharper next time. 
action from every word of copy. Warwick 
Phototype is your guarantee of hairline sharpness, 
cleanest impression possible and spacing that 
eliminates ‘‘eye bounce’’—and lost readers. 
production time (and money) too! 


Get ‘‘set’’ for sharper selling typography. 
Switch to Warwick Phototype on your next job. 


wire or write for samples. 


Warwick 


ibe ' TYPOGRAPHERS + INC. 
920 WASHINGTON AVE., ST. LOUIS 1, MO. 


when set in 


WISCONSIN AGENCY 


Get more 


Save 


TO ALL PARTS OF THE COUNTRY 
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DO YOU NEED A COMMERCIAL IN A RUSH? 


Do you have a last-minute TV spot problem? MGM-TV offers top quality 
and speed at budget prices. You can still meet your Fall production 
schedule thanks to the fabulous facilities of the Culver City studio! 


The nation’s biggest agencies 
and most important advertisers 
are discovering MGM-TV! 
To mention just a few... 
RCA 

Eastman Kodak 

Helene Curtis 
Knickerbocker Beer 
Maybelline 

Pure Oil Company 

Schlitz Beer 

Standard Oil of Indiana 
Houbigant Perfumes 

Bell & Howell 

Richard Hudnut 

Pillsbury 


ON A SPOT? JUST CALL LEO! 


A SERVICE OF 
LOEW'S INCORPORATED 


Wire, write or phone 
Richard A. Harper, General Sales Mgr. 

701 7th Ave., New York 36, N. Y., JUdson 2-2000 
Richard Lewis 

360 N. Michigan, Chicago, Ill., RAndolph 6-1011 
Maurie Gresham 

MGM Studios, Culver City, Calif., TExas 0-3311 
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William G. Rose, 
Veteran Cleveland 
Adman, Dies at 78 


CLEVELAND, Aug. 20—William 
Ganson Rose, 78, advertising man, 
publicist and booster for the city’s 
conventions and expositions for 
half a century, died Aug. 15 in his 
sleep. Mr. Rose had not been ill, 
and only the day before he had 
worked his usual schedule as pres- 
ident of William Ganson Rose Inc., 
advertising and pr organization. 
His death was attributed to a cor- 
onary blockage. 

Known as the spokesman for 
downtown Cleveland and as the 
“father” of the city’s convention 
hall, the Public Auditorium, Mr. 
Rose also served the city as a his- 
torian. In 1950 he published 
“Cleveland, the Making of a City,” 
a 1,200-page volume he had spent 
eight years in writing. 


s Mr. Rose founded his advertis- 
ing-pr company in 1918. Prior to 


that he had been dramatic critic 
on the Cleveland Plain Dealer and, 
at the close of World War I, served 
as director of expositions for the 
U. S. Government. 

He served as president of the 
Cleveland Advertising Club from 
1914 to 1916. He had already 
helped the club organize the city’s 
Better Business Bureau. 


FREDERICK R. SISSON JR. 

New York, Aug. 20—Frederick 
R. Sisson Jr., 49, editor of Paper 
& Paper Products, died Aug. 14 of 
a heart attack at his home. 

Born in Potsdam, N. Y., Mr. 
Sisson was the son of the founder 
of the Racquette River Paper Co. 
there. He was graduated in 1929 
from Dartmouth College and, aft- 
er attending Harvard, received his 
master’s degree from Columbia 
University. He spent the next ten 
years there in the classical lan- 
guages department as a teacher of 
Greek and Latin. 

Mr. Sisson joined Walden Sons 
& Mott about 1943 as an editor of 


its paper trade directories, paper 
catalog and ABC Guide. A few 
years later he was made manag- 
ing editor of Paper & Paper Prod- 
ucts. In February, 1956, Mr. Sis- 
son succeeded Tom Walden Sr., as 
editor of the magazine. 


EDWARD J. FRANKS 
Morristown, N. J., Aug. 21— 
Edward J. Franks, 31, who has 
been associated with his father, 
Joseph K. Franks, in an advertis- 
ing agency in Dover, N. J., died 
Aug. 15 at Morristown Memorial 
Hospital after a long illness. Born 
in Newark, he was graduated from 
the University of Pennsylvania 
and served in the Navy in World 
War II as a lieutenant (jg). 


JAMES I. SIMS 

Orancesure, S.C., Aug. 21— 
James Izlar Sims, 67, president of 
the Sims Publishing Co., which 
publishes the Times & Democrat, 
and also head of other Orangeburg 
business enterprises, died Aug. 13 
at his home here as the result of a 


heart ailment. In addition to head- 
ing Sims Publishing, he was pres- 
ident of the Bank of Orangeburg; 
WTND Inc.; Edisto Homes, a resi- 
dential development, and Orange- 
burg Theaters. 


TURNER J. BARTON 

OaKLAND, Aug. 20—Turner J. 
Barton, 58, veteran San Francisco 
Bay area newspaper man and for 
many years advertising manager 
of Permanente Cement Co., died 
Aug. 16 at his home here. A na- 
tive of San Francisco, Mr. Barton 
worked for the News and the Call 
Bulletin and later for the San Ma- 
teo Times. He was a veteran of 
both World Wars. 


Remsen Names Dykes; Moves 

Remsen Advertising Agency, 
New Haven, Conn., has appointed 
Louise Dykes media director. She 
formerly was with Dancer-Fitz- 
gerald-Sample, New York. The 
agency has moved to larger quar- 
ters at 155 Whitney Ave., New 
Haven. 


E 
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WILL WIDEN YOUR MARKET COVERAGE! 


You can add all-market saturation to individual 
market promotion for $165 to $175 a month. 


If you pick out the industries which are your 
present best customers, buy specialized papers 
to reach them, and stop there, you will miss 
important NEW 1958 markets. 


Plants that never bought from you before will 
do business with you next year if you reach out 
for them with the IEN PLAN. 


Industrial Equipment News has a long reach. 
It penetrates 4/5ths of U.S. production in the 
40,000 top plants through their 68,000 product- 
selectors in all 452 industries. 


Wherever your products can be used—in hun- 
dreds of plants which, up to now, have not 
bought from you—there is a product-selector 
who is looking in IEN for products like yours. 


Read for one purpose only: 
PRODUCT INFORMATION! 
What better place and time for 
PRODUCT ADVERTISING? 


Product development, new plants, diversifica- 
tion, consolidation, and decentralization are 
changing your markets every day. 


There is only one way to make sure you will 
miss none of the new sales opportunities these 
changes bring. 


And that is to back-stop and amplify the cov- 
erage of your other media with one all-market 
publication. 

There is only one IEN, originator of product- 
news publis! ing in 1933. 


Let us send you, for your 1958 planning, the 
new, boiled-down IEN PLAN which explains 
how IEN finds, selects and attracts prospects, 
places your message before them at the right 
time, and promotes specific sales leads. We will 
send you also our complete 26-piece Data File. 


Industrial 
Equipment 
News 


Thomas Publishing Company 
i PRODUCT INFORMATION HEADQUARTERS = 
. Cr) ..; Eighth Avenue, New York N.Y. 
t ... Affiliated with Themas Register 


Crem. sat. ie + Ss 
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2 For those very 
special people who appreciate 
the daily pleasure of 
owning the very best—there 
is one very special towel... 
MARTEX 


CLAssiCc—For the third straight 

year, Martex will use this ad, 

showing a girl enveloped in a white 

Patrician towel. Fractional pages 

will run in five magazines, plus a 

b&w spread in the November Town 
& Country. 


Martex Ads Tell 
of ‘Limited’ $30 
Gift Towel Set 


(Continued from Page 3) 
haired girl swathed in a white 
towel—the first time any advertis- 
er had used four-color to advertise 
a white towel, according to Martex. 

The white towel ad proved to be 
so successful that the company has 
repeated and repeated it—a total 
of 22 times so far—with only one 
interruption. In the spring of 1956, 
the company briefly switched to an 
illustration of a girl in a yellow 
towel, but it quickly went back to 
the white. 


® The company now feels its “girl 
in the towel” illustration has be- 
come rather a hallmark of Martex. 
It feels its identification has been 
well established, so this fall it is 
dropping down to smaller b&w ver- 
sions of the ad. 

The same illustration which has 
characterized the ad for two years 
will still be used, but the ad will 
run half and two-thirds pages, in- 
stead of the customary spread, from 
September through December in 
Harper’s Bazaar, House & Garden, 
Sunset Magazine, The New Yorker 
and Town & Country. A bkw 
spread will run in the November 
Town & Country. 

The brief copy reads: “For those 
very special people who appreciate 
the daily pleasure of owning the 
very best—there is one very special 
towel: Martex Patrician.” 

Ellington & Co. is the agency for 
Martex, a product of Wellington 
Sears Co., a subsidiary of West 
Point Mfg. Co. # 


Mortimer Joins, White 
Leaves William Esty Co. 
Charles G. Mortimer Jr., former- 
ly program production manager at 
ABC Television, has joined the tel- 
evision department of William Es- 
ty Co., New York. Mr. Mortimer is 
the son of Charles G. Mortimer, 
president of General Foods Corp. 
Charles R. White Jr., with Esty 
for 19 years, last as an account ex- 
ecutive on R. J. Reynolds Tobacco 
Co., has resigned. He plans to enter 
the real estate business in Delray 
Beach, Fla. 
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The Confident Wife 


whose job is shopper 


With the rising cost of living . . . with a family that is growing in size and inches . . . 
with a widening world of new fibres, fabrics, finishes, today’s young wife wants factual fashion counsel. 


Of course she turns to Good Housekeeping, the one magazine that gives her guidance on the 
fashion and facts of family clothing. She knows every garment selected by its editors or featured 
by its advertisers is style-right, has been Good Housekeeping laboratory-tested for 

color fastness, washability or cleanability, shrinkage, thread and tensile strength. 


No wonder she lives by, learns from, buys by Good Housekeeping, the magazine that gives her so many 
more facts, so. many more pages, such complete factual fashion guidance for every member of the family. 


Good Housekeeping gave 
its readers 84% more 


fashion service pages than its 


nearest competitor in the 
first six months of 1957 
(Lloyd H. Hail Co.) 


GOOD HOUSEKEEPING MAGAZINE 8 MAGAZINE C 


the buying guide of 31,000,000 women 


(Crossley) 


A HEARST MAGAZINE 


She’s so sure when Good Housekeeping says so 
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Outdoor Ad 
Control Dies 
in Congress Unit 


Wasuincton, Aug. 21—Propos- 
als to control the construction of 
outdoor advertising boards on the 
new interstate highway system 
suffered a near-fatal blow today 
when the Senate public roads com- 
mittee voted 7-6 against consider- 
ation of a billboard bill this year. 

Sponsors of the control bill have 
insisted that action is necessary at 
this session of Congress, because 
the work of acquiring right-of- 
way for the new highways is ad- 
vancing so rapidly that the oppor- 
tunity to include outdoor ad re- 
strictions will otherwise be lost. 

The outlook for the outdoor ad 
control law had been questionable 
from the start. While the program 
originally had strong personal 
support by President Eisenhower, 
the President said at a press con- 
ference two months ago that he 
was not sure the federal govern- 
ment could enforce outdoor ad 
controls, 


s On the suggestion of the federal 
highway administrator, Bertram 
Tallamy, the public works com- 
mittee had drafted a plan which 
sought to induce states to handle 
the regulation problem by offer- 
ing additional federal aid to states 
which entered into outdoor board 
zoning agreements for highways 
built as part of the interstate sys- 
tem. 

Under the compromise, the fed- 
eral contribution toward a high- 
way would be increased from 90% 
to 90.75% for projects involving 
restrictions on construction of out- 
door boards. 

The original plan proposed by 
Sen. Richard L. Neuberger (D., 
Ore.) involved withholding of a 
porlion of the federal highway 
contribution from states which 
failed to control outdoor ads. De- 
spite the adoption of the more 
moderate substitute, however, the 
Senate public works committee 
kept the measure bottled up for 
more than two months. 

Moreover the House public 
works committee failed to make 
any moves toward consideration 
of similar legislation which had 
been introduced by House mem- 
bers. # 


‘56 Revenues of TV 
Stations, Nets Nearly 
$900,000,000: FCC 


WasuinctTon, Aug. 22—The Fed- 
eral Communications Commission 
reported this week that revenues 
of television stations and networks 
were just short of $900,000,000 last 
year, an upsurge of 20.4% over 
1955. 

The gains were registered 
throughout the industry and were 
particularly notable for the 269 vhf 
stations which went on the air 
since the lifting of the construction 
freeze in 1952, FCC said. 

Actual revenue for three net- 
works and 474 stations amounted 
to $896,900,000 compared with 
$744,700,000 in 1955 and $593,000,- 
000 in 1954. Broadcast income 
(after expenses but before taxes) 
was $189,600,000 in 1956, up 26.2% 
from $150,200,000 in 1955. 

The three networks and their 
15 owned stations reported $442,- 
300,000 of revenue in 1956, an 
18% increase. Their profits before 
taxes were $85,400,000 compared 
with $68,000,000 in 1955. 


® The networks and their 15 sta- 
tions had 49% of the industry's 
total revenue, while 364 post- 


freeze stations had 21.6% of the) 


Morning, noon or 
Delta has a flight that's right to 


bined pm noe stop Detvne Sieet 10 Order Luncheon figh’ 
9-05 om Express Dehcrous luncheon wath off the rommngs! 
GMO pm Eepr ets Hot. cowrse dinner ter heornens snmenver! 
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DELTA “STEPS-DOWN”— 


Delta Air Lines is using ovep-deull ads in all 


Washington, Atlanta and Miami newspapers to introduce two dif- 

ferent air services, while giving individual treatment to each. Be- 

lieved the first use of adjacent ads of different sizes by an airline, 

the ads are linked by a reach-across illustration of a DC-7 plane, 

cut by a column rule, with a yellow crown identifying Delta’s Gol- 

den Crown DC-7 service. The agency is Burke Dowling Adams Inc., 
New York and Atlanta. 


entire industry revenue. The re- 
mainder went to 95 pioneer vhf 
stations which were on the air be- 
fore the tv freeze. 

The 269 post-freeze vhf stations 
had revenues of $161,400,000, a 
43.9% gain, and profits of $16,- 
400,000, compared with $4,800,000 
in 1955. The 95 uhf stations re- 
ported total revenue of $32,500,000, 
a $3,000,000 gain. Their loss as a 
group was reduced from $4,500,000 
in 1955 to $1,900,000 in 1956. 

The 95 pioneer vhf _ stations 
showed less change than other seg- 
ments of the industry. The $560,- 
700,000 in revenue they received 
in 1956 was a gain of only 13.3%, 
while their profits of $89,700,000 
were up only about 10%. # 


Bachenheimer-Lewis 
Dissolves; Partners 


Form New Agencies 


New York, Aug. 22—Bachen- 
heimer-Lewis Inc., advertising 
agency established in 1949, is be- 
ing dissolved as of Aug. 31 (AA, 
Aug. 19). 

Marshall F. Bachenheimer, pres- 
ident of the agency, will continue 
in the agency business under his 
own name at the company’s pres- 
ent address, 161 E. 37th St., and 
most of the staff will remain with 
him. 

Irving Lewis, vp, has formed 
his own advertising agency, the 
Lewis Co., and will open an office 
Sept. 3 at 42 W. 39th St. 

Before forming their own agen- 
cy, Messrs. Bachenheimer and 
Lewis were with Lester Harrison 
Inc., the former as an account ex- 
ecutive, the latter as a media man. 
In 1956 Bachenheimer-Lewis 
billed about $800,000. 

Mr. Lewis declined to explain 
the reason for the split, beyond 
saying it was a personal matter 
between him and his partner. He 
also refused to say which of the 
agency’s 39 accounts of record he 
would take with him. He said he 
would issue a release, probably in 
mid-September. Rita Packer, a 
copywriter in the old agency, he 
said, will join him in the new com- 
pany. He said he also has hired an 
art director, a production man and 
clerical help, but he declined to 
name them, + 


ARF Names Politz 
to Do Consumer 
Magazine Study 


New York, Aug. 22—The Ad- 
vertising Research Foundation has 
appointed Alfred Politz Research 
Corp. to conduct the field work for 
its consumer magazine audience 
study, intended to measure the 
audience of 30 to 35 leading maga- 
zines. 

The study will be supported 
jointly by magazines, advertising 
agencies and advertisers. The 
amount of individual participation 
will depend upon the amount of an 
agency’s magazine billing, an ad- 
vertiser’s magazine expenditures 
and a magazine’s revenue and cir- 
culation. What the proportions will 
be in each case could not be learn- 
ed. 

As currently planned, the study 
calls for a sample of 30,000, with 
interviewers taking stripped-down 
copies of magazines into respon- 
dents’ homes. There will only be 
one interview per respondent. 


@ The consumer magazine audi- 
ence study is said to be the first 
designed to provide comparable 
audience data on a large number 
of leading magazines. It is ex- 
pected to enable users of maga- 
zines to design more complete ad- 
vertising schedules on the basis of 
audiences that can be reached 
through magazines. 

Edward P. (Spike) Seymour, 
formerly vp in charge of advertis- 
ing of Crowell-Collier Corp., who 
heads the ARF consumer magazine 
audience study, told ApVERTISING 
Ace that the cost of the study is 
expected to be between $750,000 
and $800,000. Publishers, he said, 
will pay about 75% of the total 
cost and advertisers and agencies 
the remainder. + 


Roberts to Home Arts Guild 

R. Royce Roberts has been 
named vp of Home Arts Guild 
Corp., Chicago, sampling, demon- 
stration and market research 
company. He formerly was adver- 
tising manager of Duraclean Co., 
Deerfield, Il. 


Personal Income 
Hit $324 Billion 
Level in 1956 


(Continued from Page 1) 
high, records were established in 
all but a handful of states on a per 
capita basis. The increase in all 
regions and in two-thirds of the 
states was within two percentage 
points of the national average. 

The Far West and Rocky Moun- 
tain states led, with an 8% gain. 
New England, the Mideast, South- 
east and Southwest recorded 7% 
increases. Plains and Great Lakes 
states lagged, with 5% to 6% gains. 

Per capita income for the con- 
tinental U. S. reached $1,940 last 
year, a $5 increase over the $1,846 
in 1955. The total figure for per- 
sonal incomes last year was $324,- 
281,000,000; in 1955 the figure was 
a little more than $303 billion. 

Delaware led the states in the 
proportion of increase in total per- 
sonal income, rising from $1 bil- 
lion in 1955 to $1.15 billion in 1956. 
Personal income in Arkansas rose 
the least—2%. 


Advertising Age, August 26, 1957 


Seagram Drive 
Boosts Centennial 


New York, Aug. 21—Seagram- 
Distillers Co. will break advertis- 
ing to commemorate its centen- 
nial Sept. 9 in 545 newspapers in 
480 markets. The ads will be 1,- 
000 and 1,500-line sizes, the for- 
mer in color. 

In addition, the centennial ads 
will run as four-color spreads in 
Life (Sept. 9), Look (Oct. 1), and 
in the October issues of Ebony, 
Outdoor Life and True. Single 
pages, b&w are scheduled in the 
September issue of V.F.W. Maga- 
zine and the October issue of Elks 
Magazine. 

Background of the magazine 
spreads is a pastel, relief map of 
the world. In the foreground are 
illustrations of three Seagram 
packages and representative 
drinks. The brands featured are 
Seagram’s V.O. Canadian whisky, 
Seagram’s 7 Crown blended whis- 
ky and Seagram’s golden gin. On 
the facing page is a reproduction 
of the House of Seagram crest, plus 
the copy: “The Seagram centen- 
nial, 1857-1957, a century of 
craftsmanship—in every bottle.” 

The campaign is being handled 
by Warwick & Legler. + 


‘56 Personal Income Hit $324 Billion Level 


Total Personal Income 


(000,000) 


1955 
$303,268 


1956 


Continental U. S. $324,281 


Per Capita Personal Income 
% of 56 
National 
% % Aver- 
Change 1955 1956 Change age 
7 ’ $1,940 100 
2,202 114 
1,667 
1,812 
1,641 
2,206 
2,012 
2,673 
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wp UP 


T IN PUBLIC 


RECOGNITION 


HARDWARE 


to make selling faster and easier for you! 


Seven billion exposures of the Alcoa® Aluminum label have been made to consumers. 
Did they get the message? Independent research says it’s setting new records 
in public recognition and cites these figures: 


7 out of 10 people (almost twice as many as a year ago) 
have seen it advertised 


3 times as many people have seen it on products as had a year ago 


3 times as many people named it as a reason for buying 
as did a year ago 


And get this: 


Department store buyers—housewares, furniture and 
sporting goods—know it better than any other 


Going up? Then if you are an Alcoa customer, eligible to use the Alcoa label, 
put it on your products! Promote its display by retailers to whom you sell! Seven out 
of every 10 Americans know it as their guide to the best in aluminum value. 


LABEL LAUDED SEPT. 1—On Sunday, September 1, the values 
of the Alcoa label will be spelled out in detail for some 23 million 
viewers of TV's top-rated ALCOA HOUR. Put this tremendous 
selling power to work for you. 


ALUMINUM COMPANY OF AMERICA 1501 ALCOA BLDG. - PITTSBURGH 19, PA. 
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NicGraw-Hill announces... 


anew weekly publication 


for purchasing executives 


“.. calling every week on the man 
your salesmen must contact” 


PURCHASING EXECUTIVES need specialized cur- 
rent information. McGraw-Hill has developed a new 
weekly newspaper to supply that need. It will be 
authoritative, up-to-the-minute, and make full use 
of McGraw-Hill’s domestic and international net- 
work of business information sources. 

On Monday, January 6, 1958, 25,000 key pur- 
chasing executives will receive their first issue of 
PURCHASING WEEK. All circulation will be con- 
verted to fully-paid as rapidly as possible. 


Why a weekly? 
PURCHASING WEEK is the result of five years’ 


research into the information needs of purchasing 
men. Only a national weekly could fill the great gap 
in their existing sources of information. 

The responsible purchasing man needs a constant 
flow of outside information: up-to-the-minute prices 
(today’s, tomorrow’s)... news of events, and hints 
of events, that urge him to “buy now!” or to “wait” 
... the special meaning to him of a disaster, of a 


few words spoken in Washington, a money squeeze, 
a native restlessness in some far-off land... the 
week’s new products, new materials. 

All this he needs right now. Today he is scram- 
bling to assemble it from dozens of sources. Begin- 
ning next January 6th, he’ll find it in one place— 
crisp, fresh, immediately useful—in PURCHASING 
WEEK, his own national weekly, his only national 
weekly. 


Why a newspaper? 
After research had defined the content and the 
timing, the format came naturally—a newspaper, 
with its short deadlines, flexibility of presentation, 
quick-glance headlines, quick-grasp writing, and 
last-minute editing. 


The facilities behind it 


PURCHASING WEEK is the fifth wholly-new 
McGraw-Hill business publication started since 
World War Il—and, like the others, it will be 
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launched only because it fills a genuine gap in 
business communication. 

We believe that McGraw-Hill is uniquely equip- 
ped to assume responsibility for the new National 
Newspaper of Purchasing. We pledge, to subscribers 
and advertisers, that all of McGraw-Hill’s facilities 
—constituting the world’s most extensive business- 
information resources—will be placed behind this 


new, industry-wide publication. 


- Our aim is to make PURCHASING WEEK equal- 
ly indispensable to its subscribers and to the many 
advertisers to whom those subscribers are so very 
important. 

For full details on rates, mechanical requirements, 
and a sample “pilot” issue—contact the nearest 


McGraw-Hill office. 


@ A 10%" x 14%" 
newspaper on coated 
stock, accepting 
standard space units 
of advertising. 


@ First issue: Monday, 
January 6, 1958. 


@ initial distribution: 
25,000 industrial 
purchasing executives. 


Purchasing Week 


McGRAW-HILL’S NATIONAL NEWSPAPER OF PURCHASING 


McGraw-Hill Publishing Company, Inc., 330 West 42nd St., New York 36, N. Y. 
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The Editorial Viewpoint... 


Polite, Unbelievable Fiction 


It seems to have become the custom to accompany announcements 
of a change in agencies with words designed to cushion any possible 
shock to the sensibilities of the about-to-become former agency. 

Thus, for example, when Procter & Gamble shifts its regional 
American Family brand from H. W. Kastor & Sons to Tatham-Laird, it 
“made it clear,” according to the AA report, “that the account switch 
reflected no dissatisfaction with Kastor ...A spokesman said the move 
was prompted by the fact that P&G, which has been adding new prod- 
ucts steadily, found itself with a large number of agencies and 
wanted to consolidate some of its business.” 

We don’t doubt the truth of this, or of many of the other this- 
hurts-us-worse-than-it-hurts-you statements which are issued when 
an account changes hands. But we doubt that any of them salve 
anybody’s hurts, salvage anyone’s lost job, or do anything but bring 
forth derisive snorts from readers. 

It is the nature of the business that agencies gain and lose ac- 
counts, and that advertisers switch their accounts, for good or bad 
reasons, from one agency to another. We think the reasons should 
be reported when possible; but we are all for realism ourselves. As 
the cutthroat draws his blade across our Adam’s apple, we’d just as 
soon have him tell us he was doing it because he didn’t like us, and 
not that the act was a purely impersonal one—nothing that couldn’t 
be accepted in the friendliest possible spirit, you know. 


Advertisers Ideas Vary 


One of the most interesting—and least understood—reasons why 
there is not too much cause for worry about advertisers dominating 
the press in this country is the diversity of interests which advertis- 
ers themselves represent. 

Aside from what might be called an over-all bias in favor of busi- 
ness, advertising and free enterprise, it would be difficult to find 
much of anything that any overwhelming percentage of advertisers 
agree on. And a good thing, too. 

What made us think of this was a couple of communications from 
David W. Tibbott, director of advertising and public relations of New 
England Mutual Life Insurance Co. in Boston. Mr. Tibbott pointed 
out that when we picked up and reported a letter which Prof. Sum- 
ner Slichter had written to the New York Times, we had presented 
only half of that particular story. 

Prof. Slichter, well known Harvard University economics profes- 
sor, had insisted that the penchant for consumers to save their money 
instead of spending it was the country’s “No. 1 economic problem.” 
But Mr. Tibbott quickly pointed out that there are plenty of people— 
definitely including the Institute of Life Insurance and New England 
Mutual Life, who think the professor’s economic thinking is so far 
from being sound that it is weird. 

In this particular instance, the Institute of Life Insurance thinks 
that the dangers of inflation definitely call for “saving an extra 
nickel out of every dollar,” and is currently engaged in backing up 
this philosophy with an $800,000 advertising campaign. 

We don’t want to get caught between the relentlessly grinding the- 
ories of two sets of economists, but we did think this opposition of 
business viewpoints an interesting example of the fact that there is 


—Irv Haag, Evanston, Il. 


“That new efficiency expert’s off to a good start. Did you see his 
memo? ‘Please bring instant coffee; we'll furnish hot water at your 
desk’.” 


no more unanimity of beliefs among advertisers than among politi- 
cians or labor leaders, and that if anyone in some forgotten corner 
is still worrying about advertisers corrupting the press, they can rest 


| a little easier. Even the “willing corrupters,” if there are any such, 
almost inevitably get in trouble with some segment of their advertis- 


ing prospect list whenever they either advocate or denounce any 
point of view or course of action, 


Men Getting More Feminine? 


We couldn’t quite fathom the uproar which followed our publica- 
tion, a few weeks ago, of Dr. Dichter’s dictum about getting some real 


| honest to goodness sex back into advertising, until Dr. John Kishler, 


another marketing consultant, explained all. 

The “watered down sexuality” in advertising about which Dr. 
Dichter complains is real, and the reason for it (and for those vio- 
lent complaints about Dr. Dichter’s complaint) is that men are not 
very sexy in our society and women are glad of it, according to Dr. 


Kishler. 


Sex is more for talk than for real, Dr. Kishler suggests, and direct 
sexual themes may be an ineffective way to appeal to either men or 
women in ads, he says. And that’s a thought! 


What They're Saying . 


A New Kind of Prosperity 

The keen interest of U.S. busi- 
ness firms in scientific research 
points the way to a new kind of 


Advertising Age 
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|prosperity for our economy—a 
|prosperity based on deliberate 
|ereativeness. As long as we can 
create new products that will offer 
| better value to consumers or cut 
costs to manufacturing firms, busi- 
|ness will continue at a high level 
|—not at fever pitch, perhaps, and 
lit is to be hoped not at an infla- 
tionary pitch. But based on a 
steady stream of new products and 
| processes, we can have a high level 
of general prosperity that defies 


| 
the old laws of boom and bust. 
—From “What Research Means 
American Business 
of messages prepar: 


to 
one of a series 
d by the McGraw- 


Hill Department of Economics. 
Ratings Blast 
| : . 
| There is, admittedly, a certain 


limited and superficial commercial 
logic to the domination of pro- 
gramming by the rating system. 
The advertiser, having no more 
‘refined or discriminating method 
of analyzing his audience, is nat- 
urally inclined to feel that the 
more people watching his show, 


the more gimcracks he is going to 
sell. 

It seems to us, however, that 
television’s high brass had better 
|eriteria for determining the pull- 


# 


ing power of a show than this 
crude and monolithic method. Oth- 
erwise they may some day find 
that the rating of the biggest show 
of all—television itself—has fallen 
to the point where nobody can see 
over the curb. 

—Courier, Edina & Morningside, 

Minn. 


What's in the Bag? 

The attaché case—once the ex- 
clusive badge of Homburg-hatted 
British diplomats—virtually re- 
placed the brief case in the adver- 
tising heartland of Madison Ave. 
A friend of ours in a neighboring 
agency was telling us about one 
such attaché case carried by a 
“trainee,” a word which in that 
agency is a euphemism for mail 
boy. It was a beautiful and ex- 
pensive-looking Mark Cross job. 
One day our friend got a glimpse 
of its contents—a neatly packed 
pair of sandwiches, a Thermos 
flask, a thick textbook on adver- 
tising, and the current issue of 
Playboy. 


—“Baker’s Dozen,” published by 
Lynn Baker Inc., New York 


Seasons Switched 

It’s a protest against the 
commercialism that accompanies 
Christmas in December. 


—The Rev. George P. Stanford, 


Methodist Church, Vicksburg, Mich., 


on why his congregation celebrates 
Christmas in July. 


Advertising Age, August 26, 1957 


Rough Proofs 


Bill Benton says he’d rather have 
Harry Truman manage a political 
campaign for him than any denizen 
of Madison Ave. 

Maybe Chester Bowles 
fill the bill. 


could 


The way the Milwaukee Braves 
have been clobbering the St. Louis 
Cards, you might think Schlitz 
was making special efforts to 
maintain its lead over Budweiser. 


The most ardent advocates of 
advertising are the people who try 
to get into an issue after having 
missed the closing date and a cou- 
ple of extensions. 


The FTC idea in charging R. J. 
Reynolds with discrimination in 
advertising allowances is that dis- 
tribution of match books to one 
dealer must be matched with sim- 
ilar distribution to others. 


So many people from so many 
agencies are soliciting so many ac- 
counts that you couldn’t blame cli- 
ents for wondering how much of 
the 15% goes for new business 
promotion. 


Sumner Slichter says consumers 
have created an economic problem 
by saving instead of spending. 

Even if they are paying off their 
old debts and getting ready to 
assume new ones? 


“Motivation research up 100% 
in three years, ARF reports.” 

And the researchers may also 
know the motivations which pro- 
duced this interesting result. 


If Checker goes through with its 
plans to sell cabs to private own- 
ers, the latter may be tempted to 
cover their gasoline expense by 
installing taximeters. 


Has your pen been sliding off 
the paper? If so, you'll be delighted 
to learn that Parker is introducing 
a new T-Ball Jotter which is guar- 
anteed to possess non-skid prop- 
erties. 


Siecks’ Seattle Brewing & Malt- 
ing Co. sponsored the Gold Cup 
speedboat races in Seattle Aug. 11. 
That was news, and the fact that 
its six-hour telecast of the event 
carried no commercials was even 
bigger news. 


Civic boosters on the Coast say 
they weren’t a bit surprised when 
the Census Bureau hinted that its 
projections show that California 
may be the No. 1 state in popula- 
tion by 1970. 


So many admen are proudly re- 
porting their vacation catches that 
the outdoor magazines might be 
warranted in having a special fish- 
ing competition just for them. 

Copy Cus. 
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Dateline . . . DelawareValley 


w. 


U.S.A. 


ae a es es en nce nents 


This is Pinky, a Chihuahua 
ing puppies in their home at 4010 Reno st. Pink 
gave birth to five pups early Monday, but one died. 


— 


, and her four surviv- 


P Christmas present early 

u 
dog Schnee to Mr. and Mrs. C 
Dog experts say that a litter of 
five chihuahuas is a “near rec- 
ord,” since there is seldom more 
than three offspring in a litter. 

Chihuahuas, named for a State 
and city in Mexico, are native to 
| that country and the southwestern 

United States. They weigh from 
“| two to six pounds and their an- 

cestry is said to antedate the long- 

defunct Aztec civilization. 


Py ee 


Anniversaries: Mr. and Mrs 


eke ee 


>. 


their 57th wedding 
3 —_— - 


” 
- 


seh 


on B. Haldeman, of 2014 S. 59th 


INKY, a perky chihuahua, —_ her owners an unusual! pre- 


onday morning—a litter of five 


ppies, one of which died shortly after birth. The little 


larence Harris, of 4010 Reno st. 


Miscellany: Dr. Daniel T. Er- 
hard, of 539 Snowball dr., Levit- 
town, has been elected president of 
the Bucks County Medical! Associa- 
tion. . . . The Men’s Club of Har 
Zion Temple will present its annual 
father and child night tomorrow 
night at 7. Entertainment will in- 
clude performers from the Horn & 
Hardart Children’s TV Hour... 
The Allens Lane Art Center Day 
Camp will hold its annual reunion 
at 1:30 P. M. today. Movies of last 
year’s activities will be shown. 


_|tion, while Dr. Weber will discuss 


hearsals are scheduled for Jan. 2 
in the Neighborhood Center, 6600 
Bustleton ave. The play will be pre- 
sented in the latter part of Febru- 
ary. 
* e¢e 

Honors: Officials of the ma- 
jor State and local labor unions 
will honor Lee W. Minton, presi- 
dent of the Glass Bottle Blowers 
Association, at a testimonial! dinner 
at the Benjamin Franklin on Jan. 
9. Minton, who also is a member of 
the 29-man Executive Council of 
the AFL-CIO, lives in Lafayette 
Hill, Whitemarsh township. Pro- 
ceeds from the dinner will go to], 
CARE, of which Minton is a vice 
president. 

s- ¢@ 


Appointed: James H. Rogers, | 
Jr., has been named manager of 
the U. S. General Accounting Of- 
fice in Philadelphia. Rogers has 
been associated with the office| 
since 1947. He was a commander in 
the Navy in the Second World War. 

. . » Harry M. Buten, administra- 

tive executive of Buten Paint 

Stores, will be sworn in at 11 A. M. 

today at City Hall as a member of 

the Philadelphia Human 
ommission. 


‘pete 


° 


Science: Dr. Peter van de 
Kamp, astronomy department 
chairman, and Dr. Neal A. Weber, 
biology professor, at Swarthmore 
College, are participating in the 
123d meeting of the American As- 
sociation for the Advancement of 
Science, which opens today in New 
York. Dr. Kamp will preside at a 
joint meeting of the astronomy sec- 


papers on facts and theories on in- 
sect communication. 
* ee 


Deadline: Margaret Well- 


Holiday Theater: The Mer- 
Mei to -Founde modern dance 


‘ay. PP ay. o he 
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bank, contact officer, Veterans Ad- 
ministration Regional Office, yes- 
terday warned post-Korea veterans 
y was the deadline 
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Louis Schramm, Head 
of Allied Van Lines, 
Ad Booster, Dies at 55 


New York, Aug. 20—Louis 
Schramm, 55, president of Allied 
Van Lines, Broadview, Ill., and 
Chelsea Warehouses here, for 
many years a leader in the mov- 
ing and warehouse industry, died 
Aug. 9 of a heart attack at his 
office. 

Born here, Mr. Schramm short- 
ly after World War I took over 
the management of Chelsea 
Warehouses, founded by his fath- 
er, in 1893. On July 19 last year 
Mr. Schramm was reelected pres- 
ident of Allied Van Lines, an or- 
ganization of 700 warehouse oper- 
ators, for a tenth term. He had 
helped in its organization and had 
served on its board of directors 
for 20 years. 

The organization, a national ad- 
vertiser, does an annual business 
of $50,000,000 as long distance 
household goods carriers. Mc- 
Cann-Erickson is its advertising 
agency. 


® Mr. Schramm is credited with 
having been instrumental in get- 
ting the organization to become a 
national advertiser and with urg- 
ing individual members to support 
the national advertising in their 
own local communities. 

He was chairman of the Eastern 
Highway Transport Conference, a 
group organized to advance the 
interests of the common carrier 
truck operators east of the Mis- 
sissippi. He had been president of 
the National Furniture Ware- 
housemen’s Assn. and of the Mov- 
ers & Warehousemen’s Assn. of 
New York City. 


GILBERT H. PEARSALL 

New York, Aug. 20—Gilbert H. 
Pearsall, 73, former advertising 
manager of the Staten Island Ad- 
vance and other newspapers, died 
Aug. 12 at St. Vincent’s Hospital. 

Born at Clinton Corners, N. Y., 
Mr. Pearsall came to New York 
City in 1896, and at the turn of the 
century was on the advertising 
staff of the New York Times. Later 
he became advertising manager of 
the old New York Press. Following 
the sale of the Press to Frank A. 
Munsey just before World War I 


and its merger with the Sun, Mr. 


74% of Daily Men's 
Store Linage 
(76% of the total) — 


68% of Daily Women’s 
Store Linage 
(75% of the total)— 


Appears in the 
COURIER-EXPRESS 


®@ Proof that Buffalo's fastest 
growing newspaper is best to 
sell both men and women. Use 
it daily for economy, Sundays 
for saturation. 


ROP COLOR eveilable 
daily and Sunday 


Member Metro Sundoy Comics ond 
Sundoy Mogozine Networks 


Pearsall worked on the advertising 


staffs of newspapers in the mid- 
west. 

He was advertising manager of 
the Staten Island Advance from 
1926 to 1936 and worked in a simi- 
lar capacity on other S. I. New- 
house newspapers in this area. 

Since 1951 Mr. Pearsall had 
been employed as a receptionist in 
the Sunday department of the New 
York Times. 


RUTH M. CRAWFORD 

New York, Aug. 20—Ruth M. 
Crawford, librarian of American 
Broadcasting Co. since 1945, died 
Aug. 10 at New York Hospital after 
a short illness. 

Miss Crawford joined National 


Broadcasting Co. in 1934. In 1942 
she joined ABC in the general 
services department. She served 
as research assistant, file super- 
visor, and manager of script rout- 
ing before being appointed librar- 
ian in 1945. She was the industry 


committee for the reorganization 
of the Industrial Arts Index, served 
on many committees for Ameri- 
can Women in Radio & Television 
and worked on projects for the 
Special Libraries Assn. of New 
York. 


‘HARRY LIBBEY 

OAKLAND, Aug. 20—Harry Lib- 
bey, 79, dean of retail advertising 
salesmen in San Francisco and one- 


representative on the H. W. Wilson | 


time advertising manager of the 
Chronicle, died Aug. 8 in Provi- 
dence Hospital after a long illness. 

Mr. Libbey joined the Chronicle 
staff in 1894 and retired in 1953 
after 59 years of continuous serv- 
ice. 

During the 1906 earthquake and 
fire, when the Chronicle was print- 
ed in Oakland, Mr. Libbey got 
everybody’s advertising into the 


paper by the simple expedient of | 


cutting the size of all ads in half. 


‘Citrus Leaves’ Suspended 
Citrus Leaves, a citrus growers’ 
trade magazine published in Los 
Angeles, will be suspended fol- 
lowing distribution of the August 
issue. Changing conditions in the 
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citrus industry are responsible for 
suspension of the 36-year-old 
magazine, according to Phillip H. 
Cassidy, editor and advertising 
manager. 


Climatrol Promotes Schmidt 

Richard B. Schmidt, formerly 
sales manager of Mueller Clima- 
trol division of Worthington Corp., 
Milwaukee, has been promoted to 
the new post of sales promotion 
manager. 


Moore Joins Bresnick 

Miss Sidney Moore has joined 
the copy staff of Bresnick Co., 
Boston, after nine years as pro- 
motion manager of The Atlantic 
and Harper’s Magazine. 


As businesspaper readership continues to grow, so do sales opportunities 
for advertisers. Now, businessmen are investing $13,000,000 a year for 
2,850,000 subscriptions to 160 specialized ABP member-papers. The fact is... 


all good selling is specialized... and 


nothing specializes 


more 


Witness B®T’s 4,063 pa 


"hal 


y 


PIN POINT POWER 
GETS BEST RESULTS 


Novene! Bep center a: Seteet easton Representatives = Mem ms Bee Ho mn gto 


HOY 


Radio Station WAT. "pin post powe 
btonbet Batene ee 5 | 5 
wth no wrate cowerage WIM reohe 


toler morde to 


CONFIDENCE 


Portes & Co. « Chcoge, Seottte, Sor Fromewo (Angele: Ooo Attonte 


“We have 


our stations 


AGENCY: 


Joseph 


been a 52-page-a-year advertiser 


in B@T ever since WITH went on the air in 
1940. Consistently, throughout those 17 years, 
B@T has done an outstanding job of selling 


to agencies and advertisers.” 


TOM TINSLEY 
President, WITH, Baltimore; 
WLEE-WXExX, Richmond 


Katz Company, Baltimore, Maryland 


NETWORK 
— “quatity 


xPnc-tTy 


> at the local level! <<" 24 
ao = 
a hy, 4/ x 


| FIRST EXPERIENCE WITH OVER 800 MAN-VEARS 


nothing specializes in Radio-TV 


ges of business paper advertising in 1956— 


Hous TON 
CHANNEL @ 


sacn moomew eowano reTRy 4 co 


B@T has been the basic advertising medium 
on KPRC-TV schedules since we started serv- 
ice in 1949. We’ve used 26 pages each year, 
with most gratifying results—which is why we 


tha 


always renew! 


JACK HARRIS 
Vice President & General Manager 
KPRC (AM & TV), Houston 


AGENCY: Aylin 


Advertising 


Agency, Houston, Texas 


BUFFALO LOOK FOR THESE SYMBOLS: 


COURIER 
EXPRESS 


Representotives: 
Scoloro, Meeker & Scott 


Pacific Coast: Deyle & Howley 


« + « « YOU'LL FIND THEM BOTH on the 
masthead of BROADCASTING, the Busi- 
ness-weekly of Television and Radio—the 
ONLY publication in its field with ABC and 
ABP membership . . . and with more PAID 
circulation than all other Radio-TV busi- 
ness papers combined. 


You will find them on all members of the Associated 
Business Publications ... leading businesspapers, 
working together to give their readers—and their 


advertisers—more for their money. 
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‘Newsweek’ Appoints Five 
to Ad, Sales Posts 


Charles E. Kane, formerly east- 
ern sales manager of Newsweek, 
New York, has been appointed na- 
tional sales manager of the mag- 
azine. Stephen W. Carroll Jr. has 
been named European advertising 
manager, with headquarters in 
London. Formerly on the Chicago 
staff of Newsweek International, 
he succeeds Francis Seidler, who 
has resigned. 

To two new positions, News- 
week has appointed James Healy, 
who becomes senior associate ad- 
vertising manager, and Jay Mel- 
vin, administrative advertising 
manager. Mr. Healy formerly was 
a senior sales representative for 


Newsweek in Great Britain. Mr. 
Melvin has been with the publica- 
tion since 1953. Robert Murray, 
formerly with Ward-Griffith Co., 
has joined the weekly’s Detroit 
sales staff. 


Three SIU Students Develop 
‘Live’ Ad Campaign 

Three advertising majors at 
Southern Illinois University, Car- 
bondale, have turned a class as- 
signment into a “live” advertising 
campaign. The students, Don Har- 
gus, Patricia Files and MHarlon 
Matthews, planned the campaign 
around a new push-button ther- 
mostat, manufactured by White- 
Rogers Co., St. Louis. The com- 
pany was pleased enough with 


the students’ plans to compensate ; complete with mechanized, pranc- 
their efforts with cash bonuses.|ing reindeer, a revolving Christ- 


The project was 


Oakleigh R. French & Associates, 
St. Louis agency. 

Mr. Hargus, who was graduated 
last spring, is an advertising copy 
writer for the Christian Board of 
Publication, St. Louis. Mr. Mat- 
thews and Miss Files will return 
to SIU this fall. 


Santa's Helpers Now Men 
in Gray Flannel Suits 

Santa’s Sleighs Inc., Columbus, 
Neb., has appointed Bozell & Ja- 
cobs, Omaha, to handle its adver- 
tising and publicity. The company 
owns five 40’ motorized sleighs, 


supplied by| 
White-Rogers in cooperation with | positing 


mas tree and mailing slots for de- 
letters to Santa. The 
sleighs, each holding 50 children, 
are hired by chambers of com- 
merce and merchants’ groups to 
attract children and their parents. 


Mrs. Julius Davidson Dies 

Mrs. Julius Davidson, 93, wife 
of the publisher of the Daytona 
Beach News-Journal, died Aug. 11 
in her home after an illness of 
four months. In addition to her 
husband, Mrs. Davidson is sur- 
vived by a son, Herbert M., editor 
of the News-Journal, and a grand- 
son, Tippen, executive editor of 
the newspaper. 
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In any of these 6 important markets... 
every time is @ good time with the Storz Station 
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“B®T gives us most effective covemge among 


agencies and advertisers. We know by experience 
that our ads are well-received by buyers who’ 


read it. That’s why—for 


8 years now—Storz 


: more than the three next-best publications in the field combined! 


KRON is TV in SF 


SF CHRONICLE . NEC AFFILIATE . CHANNEL 4. PETERS GRIFFIN woODMeD 


“Yes! ‘San Franciscans Are Sold on KRON- 
TV’. We can also say that KRON-TV is sold 
on B@T. We've been a regular BeT advertiser 
since 1949, and know that just about everybody 


Soa Stations have been represented by a 52-page in the business of buying reads and respects 
oy schedule in Broadcasting Magazine.” it!” 
# TODD STORZ HAROLD P. SEE 
; President, Storz Stations General Manager, KRON-TV 
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> AGENCY: Henry J. Kaufman & Associates, Wash., D. C. AGENCY: Abbot Kimball Company, San Francisco, Cal. 
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EDWARD A. GUMPERT, formerly gen- 
eral advertising manager of Car- 
nation Co., has moved to Colgate- 
Palmolive Co. as general product 
manager of the toilet articles di- 
vision (AA, Aug. 5), where he will 
be responsible for advertising and 
merchandising of all the division’s 
products. 


WREX-TV ROCKFORD 


REIGNS IN 305,921 
TV HOUSEHOLDS © | 


WREX-TV is the only VHF station 
serving the Rockford Metro area. An 
estimated 43,545 households have 
television in the Rockford Metro area 
alone! Consumer Spendable Income 
per household is ranked 31st in the 
nation. 55,120 households spend an 
average of $6,617.00 per household 
—Metropolitian Rockford retail sales 
total 240 million dollars. SURVEY 
after SURVEY of 14 counties indicates 
uncontested dominance of Northern 
Ilinois-Southern Wisconsin area by 
WREX-TV 


* Grade A, B, and C Coverage 


? 
a 


WREX-TV RULES 
ROCKFORD PLUS AN 
ADDITIONAL 23 
COUNTIES IN ILLINOIS 
AND WISCONSIN 


WREX-TV rules a king-size market 
untouched by Chicago and Milwaukee 
TV coverage. 


Grade A, B, and C coverage area be- 
yond Metropolitan Rockford includes 
an additional population of nearly one 
million—aon estimated 262,467 addi- 
tional TV households. 


J. M. BAISCH, General Manager 
Represented by H-R Television, Inc. 


wWwREX-TV 
CHANNEL 13 
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OUDLEY A. BUCK, recipient 
of the IRE Browder J. Thompson 
Memorial Prize Award, 1957 

. . for a manuscript by 

an author under 30 years of age 
which is the best combination 
of technical contribution and 
presentation of the subject. | 


IRE congratulates Dudley A. Buck 
for helping government and American 
business keep ahead of its work load. 
His paper entitled “The Cryotron — 
A Superconductive Computer Com- 
ponent,” describes a new active circuit 
element which introduces large scale 
electronic digital computers that take 
up only one cubic foot of space. The 
new and totally different Cryotron can 
be easily and inexpensively construct- 
ed to help solve problems for science, 
government and business. 

Radio is a way of thinking big about 
the world of tomorrow. The Institute 
of Radio Engineers is a professional 
Society of nearly 60,000 men devoted 
to a better world for you through the 
advancement of their science and their 
field of specialization. They read the 
official publication of their Society, 
Proceedings of the IRE — the only 
engineering journal in the radio- 
electronics industry exclusively edited 
by and for radio-electronics engineers. 


@ 


THE INSTITUTE OF RADIO ENGINEERS 


Proceedings of the IRE 


ANDY. DEPT., 1475 B'WAY, NEW YORK 36, N.Y. » CHICAGO + CLEVELAND + SAN FRANCISCO » LOS ANGELES 


for smaller 
computers 


As science-fiction fantasy is con- 
verted to fact, the detailed realities 
first appear in Proceedings. Original, 
authoritative articles by the men re- 
sponsible for these radio miracles con- 
tinue to keep IRE members informed 
as idea based on idea is advanced. 
Earth satellites, FM, TV, color TV, 
VLF, radar, computers, transistors, 
solid state electronics, scatter propa- 
gation, single sideband ... revolution- 
ary concepts in radio-electronics all 
started and developed in Proceedings 
of the IRE. 

In radio everything is possible... 
and IRE remembers the men who 
make it so. Small wonder that IRE is 
remembered in return. Best way to get 
products remembered, if they are sold 
in the radio-electronics field, is 
through advertising on the pages of 
Proceedings of the IRE. If you want 
to sell the radio industry, you’ve got 
to tell the radio engineer! 


Humphrey, Alley Prepares 
Primer for TV Advertisers 
A 49-page “Introduction to 
Commercial Television Advertis- 
ing” has been prepared by H. B. 
Humphrey, Alley & Richards, New 
York, designed as a primer for the 
inexperienced television advertis- 
er as well as a guide to the “un- 
initiated.” The book, intended pri- 
marily for the agency’s television 
clients, will be made available to 
qualified advertisers. 

The copyrighted book’s 13 chap- 
ters cover many areas of the me- 
dium, ranging from programming 
and measurements to costs of com- 
mercials and viewing habits. Ran- 
som P. Dunnell, the agency’s vp in 
charge of television and radio, said 
“the book is designed to show how 
television can be used most effi- 
ciently by both small and large 
advertisers.” 


Rorabaugh to Amend Spot 
TV Reporting Method 
“Rorabaugh Report on Spot Tel- 
evision Advertising,” a quarterly 
published by N. C. Rorabaugh Co., 
New York, has inaugurated a new 
reporting procedure, effective with 
the next issue, which will cover 
the third quarter of 1957. Ap- 
proved by 97% of the participating 
stations, the new system computes 
spot tv schedules on a total-for- 
quarter basis, instead of on the 
previously used sample-week basis. 


Charles Joins ‘Apparel Arts’ 

Lewis Z. Charles has been named 
to the sales staff of Apparel Arts- 
Gentlemen’s Quarterly, New York. 
Mr. Charles was formerly a free 
lance television and radio announ- 


cer. 


You Might Score A “Grand Slam” In Golf* 


BUT « « « YOU NEED WKZO RADIO 

TO BREAK PAR 

IN KALAMAZOO-BATTLE CREEK 
AND GREATER WESTERN MICHIGAN! 


NIELSEN NCS NO. 2 


NOVEMBER, 1956 morning, noon, and night. 
DAYTIME 
Radio Monthly | Weekly Daily cording to Pulse. 
Homes Homes NCS NCS 
Station | In Area | Reached Cire. Cire. delivers 56% 
WKZO | 208,450 | 107,490 | 95,520 | 67,470 can deliver monthly! 
# 106,570| 43,420' 38,670 | 25,630 


The 


Fetyer Hations 


WKZO.TY — GRAND RAPIDS-KALAMAZOO 
WKZO RADIO — KALAMAZOO.-BATTLE CREEK 


WJEF RADIO — 


GRAND RAPY 


OS 


WJEF-PM — GRAND RAPIDS-KALAMAZOO 
KOLN. TY — LINCOLN, NEBRASKA 


You just can’t cover Western Michigan without WKZO.. . 
because WKZO gets the lion’s share of the audience 
It delivers over 24% times. 
as many radio homes as the next station, according to 
Nielsen, and has almost twice the share of audience, ac- 


November, 1956 Nielsen figures at the left show that WKZO 
more homes daily than the second station 


Let your Avery-Knodel man give you the whole story. 


WKZO 


CBS RADIO FOR KALAMAZOO-BATTLE CREEK 
AND GREATER WESTERN MICHIGAN. 


Avery-Knodel, Inc., Exclusive National Representatives 
* In 1930, Bobby Jones won the U. S. Open, U. S. Amateur, British Open, and British Amateur. 


Advertising Age, August 26, 1957 


Getting Personal 


John Johns, vp and director of BBDO, has joined the advertising 
industry committee for the 1957 campaign for the Assn. for the Help 
of Retarded Children... 

A second child, first 
daughter, named Kate, was 
born Aug. 8 to Mr. and Mrs. 
Kenneth Hyman, Westport, 
Conn. Mr. Hyman is exec vp 
of Associated Artists Pro- 
ductions... 

Bridal notes from Y&R: 
Andrea Fagan, daughter of 
Frank Fagan, senior vp, was 
married Aug. 10 to George 
Horton Rowsom in Manhas- 
set, N. Y...The same day 
and also from Y&R, Azamat 
Kadir Guirey, account repre- 
sentative for radio and tv, 
was married to Mrs. Sylvia 
Oboloensky van der Meersch 
in East Hampton, N. Y... 

Another Aug. 10 bride was 
Florence Leuthardt, associate 
director of Restaurant Man- 
agement, who was married to 
Russell Carpenter, associate 
editor of Printers’ Ink, in 
Portchester, N. Y... 

When KTTV, Los Angeles, 
won first prize in the NTA 
Film Network’s recent $10,- 
000 Showmanship contest for 
“Premiere Performance,” it 
posed quite a problem: just 
who would collect the prizes? 
The contest prize to the pro- 
motion manager of the winning station was supposed to be a round 
trip to Paris for two, while the station manager received a round 
trip,to Bermuda for two. At KTTV, however, the winning entry was 
submitted jointly by Jack O’Mara, promotion director, and Reavis 
Winckler, publicity director. Dick Moore, the station manager and 
therefore winner of the Bermuda trip, gallantly donated his trip to 
the cause. O’Mara and Winckler flipped a coin and as a result Mr. 
and Mrs. O’Mara will go to Bermuda and Mr. and Mrs. Winckler 
will head for Paris. Moore will stay home and mind the store. Spe- 
cial award winner in the contest was Avis Moore, KLFY-TV, Lafay- 
ette, La. Her prize: a color tv set... 


WHALE—Dick Anderson, media buy- 
er at Young & Rubicam, Chicago, 


caught this 33 lb., 8 oz. tiger 
muskellunge on Big Crawling 
Stone Lake—biggest fish caught 
this year in the Lac du Flambeau, 
Wis., area. Witnessing the catch 
was Wally Baumgartner of Super 
Market Merchandising. 


Cte . + 
OA LAND ii iN - ms 


reTIRES—Henry Erck (right) receives an engraved silver tray as he 

retires after 27 years with VanSant, Dugdale & Co., Baltimore. Pres- 

ident Wilbur VanSant makes the presentation while Mrs. Erck 

smiles approvingly at a luncheon at the Merchant’s Club, of which 
Mr. VanSant is president. 


Marriages-to-be: Margaret Ann Lynch, assistant advertising man- 
ager of United World Films, New York, is set for a late summer 
wedding in West Hydhnisport, Mass., to Sous Lieut. Fernand 
Nakache of the French air force . 
bara Bell to Russell Acree Thomson, with the New York office of 
the Business Publications Audit of Circulation ... Jeanne Ann Bal- 
lentine and Lawrence Murray Riegel, in the radio-tv department of 
McCann-Erickson, will tie the knot in November ...A spring wed- 
ding is in the offing for Marvel Borneman and Dennis Kirby Gilles- 
pie of Peters, Griffin & Woodward... 

If you want to know how to grow cosmos, just ask Steve Suren 
of Sullivan, Stauffer, Colwell & Bayles; he just won the “Cosmos 
Growing Contest” for agency timebuyers, sponsored by WABC-TV 
to mark the “growth year” of its 7-14 Plan. His winning entry, a 49” 
high cosmos, won a portable tv set.. 

It’s now Philip Larschan Sr. at Transfilm Inc. Philip Jr. was born 
July 29 in Brooklyn... 

Helen Smith, daughter of Frank M. Smith, president of Hudson 
Valley Broadcasting Corp. and founder of Cinerama Productions, 
was married Aug. 10 to Alexander Meeker Clark ... Mrs. Florence 
Swanson Richards, who resigned in June as a vp of McCann- 
Erickson, was married July 27 to Harry S. Baird... Antoinette 
Georgine Dean, a writer at J. Walter Thompson Co. until last month, 
was married July 28 to Charles Allen Martin... 

Ted R. Gamble, president of Mount Hood Radio & Television 
Broadcasting Co., Portland, Ore., has been elected chairman of the 
board of Columbia River Packers Assn., Astoria, Ore., a major West 


. It’s a Sept. 7 wedding for Bar- 


Coast packer of seafoods... 
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New Yorker readers are particularly responsive to an arrest- 
ing idea, and so the unusual creative approach* has special 
appeal. That is why so many spectacular and successful ad- 


vertising campaigns have been seen first in The New Yorker. 
*A publishing principle which has guided The New Yorker for thirty-two years,” 


NEW YORKER 


New York, Chicago, London, Sam Francisco, Los Angeles 
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Dannon Fights Off Price-Cutting Rival 
with Ads Stressing Quality of Its Yogurt 


THERE ARE 3 REASONS WHY DANNON - 
I$ AMERICA’S BEST-SELLING YOGURT 


gq 


. so the others don’t matter.” 
The ads were used in the New 
York Post, New York Times and 
|New York World-Telegram & Sun. 
|The same theme was stressed dur- 
ing the period on spot radio using 
virtually every New York outlet. 
| During the month of the promo- 


year, a company spokesman said.|liked yogurt in Europe, and (3) 


® Dannon Milk Products was 
Started 15 years ago by Joseph 
Metzger and his son Juan. Except 
for some very small scale opera- 
tions, yogurt had never been sold 
in this country before. 

The Metzgers retained Zlowe to 
study the market and make rec- 
ommendations. It was found that 
there were three markets: (1) per- 
sons very selective in their eating; 


|the European born. 


The initial advertising was done 
on the Alfred McCann radio show. 
To this was added point of sale 
promotion, including demonsira- 
tions, plus a specialized campaign 
to interest doctors in the values of 
the product. 

In 1947, Dannon introduced its 
first sweet yogurt, strawberry. It 
was immediately successful. Oth- 
er sweet yogurts have been intro- 
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ly increased the company’s sales. 

In its first year of operation 
Dannon produced 200,000 units. In 
1956 it sold 15,000,000 units. Its ad- 
vertising budget, which was $10,- 
000 annually during its first few 
years of operation is now $225,000. 
Last year the company moved into 
the Philadelphia market. 


= Commenting on Dannon’s ad- 
vertising program, Irwin Zlowe 
said, “In the early days we de- 
pended a good deal on point of 


‘ ition, Dannon increased its sales 
RS OONTT PATTER! 12% over the same period last| (2) Americans who had eaten and|duced since and have substantial- 
| 


= DANNON makes YOGURT best 
= | DANNON . makes YOGURT only 


ce te tr © te coat oe teed al sana amen ma peer 
me Hee hh re 
ag rp lt Se tet ti 4 


ONE’S ENOUGH—This ad was devel- | 

oped overnight to meet a price cut 

by a competitor. People are still | 

writing in asking for the other two 

reasons, and are being sent special 

letters giving a dozen. Zlowe Co. 
is the agency. 


New York, Aug. 20—Dannon 
Milk Products, which makes noth- 
ing but yogurt at its plant in Long, 
Island City, was faced with a| 
competitive problem recently | 
which it solved by the use of spe- | 
cial advertising. 

Early in July one of the com-| 
pany’s chief competitors invaded 
the food stores in the metropoli- | 
tan New York market with a big) 
special. It offered two 8 oz. con- | 
tainers of yogurt for 25¢. Normal- 
ly, the price of plain yogurt is 
about 19¢ and flavored yogurt is 
2¢ to 4¢ higher per container. 

Of course, Dannon was faced 
with a sales problem. But it had | 
confidence in the quality of its 
product, which accoynts for 77% 
of all yogurt sales in the Greater 
New York area. So it decided to 
meet the situation with an ad 
campaign emphasizing quality. 

It allocated an additional $25,- 
000 for this special promotion. Its 
agency, Zlowe Co., produced over- 
night an ad showing a hand with 
three fingers extended. The copy 
said, “There are 3 reasons why 
Dannon is America’s best-selling 
yogurt—the list reason is quality 


EAHIT sa se 
leer tha 


4 Counties of WEST TEXAS 
ad Southern NEW MEXICO 


B 
2 
a 


5 The Zi Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 


A SCRIPPS. HOWARD NEWSPAPER 
EVENING 


NEW PROFIT OPPORTUNITIES 


In West Germany 


self-service is booming 


Advertising can be more 


profitable than ever now that 
modern marketing has come 


to the Land of the Rhine. 


VERY working day, a new self-service store opens 
for business in West Germany—about 1200 have 
been added since 1952. Self-service and self-selection 
are sweeping the country and, as in the U.S., are bring- 
ing with them new demands and needs, new standards 
and habits—and new opportunities. 


In Germany as elsewhere, self-service thrives on new 
residential building and new suburbs, encourages new 
ways of living—and makes the pre-selling of branded 
merchandise more important than ever. 


West Germany is buying more of everything 


Whether your interest is air conditioning, automobiles, 
foods and drugs, office equipment or industrial products, 
Western Germany offers growth opportunities found in 
few other countries today. 


Total private consumption has risen by 30% in just 
three years. Retail sales alone now run well over 12 
billion dollars annually—second only to France and 
Britain in the European market. 

Exports of U. S. companies to West Germany total 
nearly one billion dollars—65% more than to any other 
country on the continent. And economists on both sides 
of the Atlantic agree that the growth possibilities have 
barely been touched. 


One magazine hits the top of the market 
What is your most effective, economical route to this 
class-mass market? 


As in most of the free world, Reader’s Digest in 
Gtrmany (“Das Beste aus Reader’s Digest’’) has its 
greatest strength among the top-income groups. 


In West Germany, 52% of all Digest readers are in 
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sale and direct mail to doctors to} 
promote yogurt. Then radio was 
added—the McCann broadcasts to 
reach food conscious’ people, 
WAXR for a knowledgeable audi- 
ence and Mary Margaret McBride 
to reach the average housewife. 


= “After two years of spasmodic 
radio advertising, newspapers were 
used. In small informative ads, 


uct. These newspaper ads enn “In 1957,” he said, “our budget 
were increased in size to 50 lines | was divided between morning ra- 
on two columns. These were run|dio and tv, using WRCA-TV, 
fairly frequently in three of four | WABC-TV and WPIX and, in ra- 
newspapers. dio, WCBS, WNEW and WQXR. 
“About five years ago,” Mr.|For the remainder of this year the 
Zlowe said, “our entire budget| budget will be split, with a heavy 
was put into tv; 30 spots a week|emphasis on radio (six stations), 
were run on independent stations. | supplemented by newspapers.” 
After two years of this we spread | 
to WABC-TV and later to WRCA-| s Dannon yogurt is now handled 


about 50 lines each, we attempted! TV. In 1956 we used WRCA-TV/|by all major food chains and is 


to say what yogurt is and to an- | 
swer questions regarding the prod- 


exclusively, running a_ service) sold in most first class hotels, res- 
schedule throughout the year. taurants, cafeterias and luncheon- 


ettes. 


to be realized. 

“Over the years,” he said, “we 
have been appealing to diet-con- 
scious people. In addition, we have 
been emphasizing the healthful 
benefits of yogurt. Now, with an 
extensive line of sweet yogurts, we 


are stressing the taste appeal and 
|are attempting to teach the public 
|that there is a Dannon yogurt to 
|suit everybody’s taste.” + 


According to Mr. Metzger the} 
sales potential of yogurt has still | 
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There ip 4 Hew team in Los Angeles 


upper or upper-middle socio-economic groups. More than 
40% are either business owners and executives, or pro- 
fessional people. By every standard, they represent an 
excellent market for most products bought by busi- 
nesses, industries, or the general public. 


And speaks that market’s language 


Most important—you can be “at home in business 
abroad” in the Digest. In West Germany, as elsewhere, 
the Digest “speaks” the language like a native. It has 
the public acceptance and market penetration of a local 
medium. Because it speaks with such authority, it in- 
vites attention for an advertiser and reception for his 
message. People read it with confidence and belief. Your 
advertising in “Das Beste”’ will benefit by appearing in 
an environment of integrity. 


Reader’s Digest, published in 12 languages, has the 


Since 1959, West Germans have increased their consumption far 
more than the people in any other key market in Western Europe 


world’s largest magazine circulation. More than 19 mil- 
lion copies are bought monthly. You can advertise in all 
28 editions, or just one, or any combination you choose. 
In most markets, you can reach both the most people 
and the best prospects at far lower cost than through any 
other magazine. These are some of the reasons that 
advertisers invest more money in the Digest than in 
any other international publication. 


People have faith in 


fReaders Digest 


Largest magazine circulation in the world 
Over 19 million copies bought monthly 


| re Ot fee ea 
| ee ee 

| 
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INSPIRED—Tying-in with the Los 
|Angeles interest in getting the 
|Brooklyn Dodgers, Milt Beckman 
(left) and Ed Koblitz made this 
“new team” mail announcement of 
‘the merger of Beckman, Hamilton 
ke Associates and Edwards Agency. 
| 


NEW 


CHARLIE 
CHAN 
SELLS! 


ce 


78 markets snapped up in first 
six weeks! Coca-Colain Atlanta! 
NBC O-&-O in Los Angeles! 
Dixie Beer! Bowman Biscuit! 
Prescription 1500 in 10 markets! 
J. Carrol Naish, the NEW 
Charlie Chan, “the best ever 
to do the role.” See it today, 
and you'll have to agree the 
new CHARLIE CHAN sells! 


Hurry! Markets are 
being reserved 
today! Wire or 
phone for private 
screening! 


Television Programs of America, Inc. 


488 Madison Ave., N. Y. 22 * PLaza 5-2100 
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everybody? 
the only men who can 
Sell CPI*- MANAGEMENT 


magazine... 


_ PRODUCTION 
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...TO INFLUENCE CPI*-MANAGEMENT IN ALL FUNCTIONS...ADMINISTRATION & PURCHASING, 
& ENGINEERING, RESEARCH & DEVELOPMENT 


once you've captured the multiple 
buying power of management... 


And Chemical Week's the answer 
—fast, timely, reliable ... always 
attuned tc tomorrow's trends... 


Relied on by management in all 
functions for the news vital to 
buying decisions... 


Highest dollar-value circulation 


Ses ke oe 
4k LAL 


Dr mana bam & 
cfd, SoU ee 


imum effect at minimum cost... 


Unduplicated sales tool for you, 
first with your first target in the 
process industries ... Be sure. 


“CHEMICAL PROCESS INDUSTRIES 
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|dry line has been marketed with 
| the Phiico-Bendix name, accord- 
s | ing to Ira Brichta, advertising and 
|sales promotion manager of the 
' |company’s home laundry equip- 
j}ment division. 


| 
|@ The Duomatic combination 


| washer-dryer heads the 1958 line, 
| which also includes five automatic 


| washers, four electric dryers, three 


' 


|er-drier business from Avco Mfg.;gas dryers and ten conventional 
Corp. in November, 1956, but this | wringer washing machines. 
is the first time a full home laun- 


Batten, Barton, Durstine & Os- 
born is Philco’s agency. # 


Mrs. E. F. Dolberg Dies 

Mrs. Eleanor Fraser Dolberg, 
57, wife of Glenn R. Dolberg, vp 
in charge of station relations of 
Broadcast Music Inc., New York, 
died Aug. 13 at her home in New 
Rochelle, N. Y. She had suffered 
many years from a heart ailment. 
She was a former radio singer. 


BofA Appoints Conn 

Shepard Conn, formerly assist- 
ant advertising promotion manag- 
er of the Wall Street Journal, has 
joined the retail department of the 
Bureau of Advertising of the 
American Newspaper Publishers 
Assn., New York. 


Whaley-Simpson Adds One 
Whaley-Simpson Co., San Fran- 
cisco and Los Angeles publishers’ 
representative, has been named to 
represent Today’s Health, Ameri- 


Advertising Age, August 26, 1957 


can Medical Assn. publication, in 
the 11 western states. 


Nelson to Hoefer, Dieterich 
James C. Nelson Jr., free lance 
writer and at one time an editor 
with Business Week, has been 
named copy chief of Hoefer, Diet- 
erich & Brown, San Francisco. 


Robert Martin Moves Office 

Robert E. Martin & Co., Atlanta 
agency, will move to new quarters 
at 1401 Peachtree St. Sept. 1. 


PAUL C. NORDLOH, a vp of Klau-Van 
Pietersom-Dunlap, will become as- 
sistant professor of marketing at 
Marquette University, Milwaukee, 
effective Sept. 1. He also plans to 
write and do consulting work. 


Philco-Bendix 


‘News’ Puts ‘Local Ca 


Uses 100 Pages in 
‘Furnishings Daily’ _ 


| 

Cuicaco, Aug. 21—The first full 
line of Philco-Bendix home laun- | 
dry appliances was heralded re- | 
cently by 100 pages of advertising | 
run over a two-week period in| 
Home Furnishings Daily. 

Home Furnishings Daily took | 
two pages in its own publication 
to describe the Philco-Bendix pro- 
motion as “the biggest concentrat- 
ed advertising campaign ever run 
by any single advertiser in any 
merchandising ousiness paper .. . 
ever!” 

The co-op ads featured individ- 
ual distributors praising the P-B | 


line and announcing their respec- | : 
tive open houses to display the new | 5 
equipment. All ads carried the | “ 


phrase: “Philco-Bendix for 58 .. . | 
built to make the retail sale.” 
The insertions ran as regional | 
distributor meetings for Philco 
were taking place in eight cities. 
® National consumer promotion) 
will begin with a page ad in The 
Saturday Evening Post Sept. 28.) 
Other ads will follow in Better | 
Homes & Gardens, Good House- | 
keeping, Ladies’ Home Journal, 
McCall’s and Parents’ Magazine. 
The ads will feature P-B’s “big 
filter drum” in the washer-drier | 
combination which, Philco says, | 
will cut washing time by 45 min- | 
utes. 
Local newspaper, spot radio and | 
spot television will be handled on | 
a co-op basis. 
Philco bought the Bendix wash- 


Among Ue Towers 


KREMW Tewen 
Mescow 


Lyra | 


+» the tower with the SALES power in Oblabome 


RECORD BREAKER 


Last year’s weather smashed a lot of a 
—and so did the Chicago Daily News. In 4 
the ‘News’ led America’s evening eg oe 
in total grocery linage (for the 15th — 
year!). And, the ‘News’ also led all _ 
Chicago papers in new car linage (for wont 2 
year in a row!). Forecast: for ALL advertisers 


600.000 Families . . . Largest Evening Cire 
9 


CHICAGO DJ 


The Independent 


—a pocket full of No. I results. 


Who’s Next? 


Six Months Lif 


‘NEWS 


AGAIN} 


ho’s néxt? That's a question thousands of clerks 
in ceca a stores ali over Chicago ask an purge a 
able number of times each day. Both big an din 
spenders reply: “I am” and point right to oo P nes 
of their choice. Significant? You said it—positive p 


Color Now 
Available on 
Thursdays 


Pictured to the right 
are some of the new, 


high speed color press- 
eat the Chicago Daily 
News. They stand 
ready to add full page 
units of appetite ap- 
peal to Thursday’s big 
food issue. 


e use of full color adver- 
cicee leads to an immediate 
visual identification of prod- 
uct or package by readers. 
Just “how much” color counts 
can be measured at the check- 
out counters and cash regis- 
_ = top - drawers advertis: @ 
ers have already taken advan- 
tage of the dynamic impact of 


that ads in the Daily News stir up big day-by-day sales 


results for advertisers. . | 


these full-color pages. 
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Morey Adds Two Publications 


eastern program manager, has been 
R. W. Morey Co., 


Lake City, in addition to th 


e 22|partment of A 
Wauwatosa, | promoted to national program di-| markets in which it already uses | & Telegraph Co 
Wis., advertising representative, |rector of ABC Radio, New York.|tv. The company’s ad budget this | 
has been named to handle mid-|D 


rex Hines, formerly a producer- 
western advertising for Western | director, has been promoted to as- 


Meat Industry, published by Span | sistant national program director 


Publishing Co., Mill Valley, Cal.|by the network. Both posts are 
Morey also has been named mid- 


year is about 70% for ty. Weiss & Bendix Promotes 


Douglas 
Geller, New York, is the agency. g 


Color Corp. Names Morse VP 


23 


merican Telephone | manager of Cooper’s Inc., Kenosha, 


/has been named assistant market- 
| ing manager in charge of advertis- 
| ing, public relations, sales admin- 


Malcolm G. Douglas has been | istration and research. His succes- 
| Promoted to director of Sales 


and | 50r has not been named. 


Bendix Aviation Corp. South | Mondello Opens Studio 


| Services of the Montrose division 
new. Murray E. Morse Jr. has been | of 

western representative of Organic | named a vp of Color Corp., New | Montrose, Pa. Mr. Douglas was 
Gardening & Farming, Emmaus, | Proctor Boosts TV Budget 

Pa. 


: merly sales Manager of 
promotion. | Montrose plant, 
He was formerly an account rep- | 


resentative with N. W. Ayer & Vos Promoted by Cooper's 
Son, assigned to the long lines de- | 


Proctor Electric Co., Philadel- 


phia, toaster and steam iron man- 
ABC Radio Promotes Two |ufacturer, will expand its tv cam- 


William D. Hamilton, formerly | paign this fall to Miami and Salt 


Slor’ in Sales Picture 


fAILY NEWS 
| Rese 5¢ 


ee ulation in Chicago and Suburbs 


nage— 2,348,931! 


FRONT RUNNER 
IN FOOD ADS 


Leads in Retail 
And National 


Tops Ali Papers 
In Chicago Market 


i- 
The Chicago Daily News led all spe ne 
cago dailies in both retail and nation yo - 
advertising, for the first six months 0 ‘ 
re 2 
THE DAILY NEWS ran a total of 2,348,931 —_ ” 
grocery advertising during the period, ie mo 
Records, Inc. (omitting liquor linage and my von Pi 
linage at one-third). This is more than twice the 
by the second place paper. 
eR eg ttc ey Ph gamelinttagg elle ations 
dominant food newspaper in Chicago, leading com- 
petitors for as far back as the records go. . 
Thus, this year’s six months figures i het hm 
established pattern of Daily News food leadership in Chicago. 


FINAL MARKETS 


ed Full Color Presses 


W. R. Vos, formerly advertising 


Joseph W. Mondello, formerly 
the| vp and Secretary of Graphic Aids 
Inc., has opened his own adver- 
tising art studio, Mondello Asso- 


ciates Inc., 210 E. 47th St.. New 
York. 


Miller Named PR Director 

H. B. Miller, formerly with 
American Petroleum Institute, has 
been named director of public re- 
lations of Pan American World 
Airways, effective Sept. 1. 


Taylor Joins Reach 


William F. Taylor Jr., formerly 
vp of Goold & Tierney, has joined 
Reach, McClinton & Co., Newark, 


as an account executive and copy- 
writer. 


entradas. 


SHE's 
the world’s most 
important 
Purchasing agent... 
and in Portiand, Cregon 
and 30 Surrounding 
counties, her station 


is KOIN-TV. 
Her reactions 
are as interesting 
as KOIN-TV’'s 
ratings. 
Fantastic! 
The gentiemen 
from CBS-Ty 
Spot Sales are 
not unwilling 
. to confess 
everything. 
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SET YOUR SALES 
SIGHTS ON THIS 
$3200,000,000 


ALL-AMERICAN 
MARKET OVERSEAS 


Armed Forces servicemen and dependents in Europe are 
a $300,000,000 ‘super market’ for American products 
—and this wealth of consumer purchasing power is as 
easily accessible as any metropolitan area in the U.S. 


sae 


Chilton Reassigns Sales Staff 
Wilson (Kip) Howe has been 
promoted from eastern manager of 
Motor Age, a Chilton Co. publica- 
tion, to director of advertising of 
Chilton’s automotive service divi- 
sion, Philadelphia. Handling Mo- 
tor Age out of the New York office 
will be Jack Evans, formerly with 
American Builder and Ed Shaffer, 
formerly with Better Homes & 
Gardens. Bob Caird has been 
appointed eastern manager of 
Commercial Car Journal, another 
Chilton publication. Len Kastell, 
formerly with Chain Store Age, 
has joined the Commercial Car 
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‘Clothes Talk’ Is 
Moral of Men’s & 
Boys’ Wear Drive 


New York, Aug. 20—A full-page 
magazine ad shows a husband re- 
turning from work. 

He greets his pregnant wife 
with: “I didn’t get the promotion— 
Tom did.” 

The ad goes on to point out: 
“Tom had something extra, better 
appearance. He made the right im- 
pression on the people he met— 
and on the boss.” 


Through the cooperative, coordinated PX and Com- 
mussary system, your product can reach export’s richest 
dollar market—without export “red tape.” And through 
The American WEEKEND, the news and feature filled 
“Sunday Newspaper” edited expressly for Americans 
overseas, you can accelerate your sales to a new high 
level of profit-producing volume. Write, wire or call 
for full information, now. 


Journal sales staff. Moral: “Whatever you do, 


wherever you go, your clothes 
Ried] & Freede Adds 1, Drops 1| "ever stop talking about you.” 
Riedl & Freede, Clifton, NJ.|. “45 like this will begin running 
has been named to handle all tv, in Life, Loh and The Saturday 
radio and newspaper advertising Evening Post this October as part 
of Bardahl of New York, distribu- |! @ $1,000,000 national campaign 
tor of Bardah] motor oil, in the |>Y the American Institute of Men’s 
New York metropolitan area. At|#%d Boys’ Wear. 
the same time, the agency an-| The campaign was Okayed by 
nounced its resignation of Magla the institute’s board of directors, 
Products. which met here last week. 


CONTACT 
the neorest office 
for copies, rates 
and morket dato. 


The American ARMY TIMES PUBLISHING CO. 2020 » Si.N Ww. Woshngion 6. 


Ww E E KE Ni D US. OFFICES: Chorieston, $C, Chicago, Detroit, Honolulu, Los Angeles, 


Philadelphia Rese SReanenes FOREIGN OFFICES. Frankfurt, London” Petia Rome. Tokyo 


s In addition to the print schedule, 
a radio spot drive on the 200-sta- 
tion NBC “Monitor” network will 
start tomorrow and run through 
Oct. 20. 

The new campaign will continue 
to use the slogan, “Dress right— 
you can’t afford not to.” Other ads | 
in the series will feature such :— 
headlines as: “You can usually ; 
spot a wrong kid just by the way 
he looks”; “I had a feeling every- ’ 
one was staring at Fred”; “Dad 
doesn’t care how he looks—why 
should I,” and “John, we’re putting \ 
a new man in your territory.” 

Francis DeWitt Pratt, president 
of the institute, said the new series 
“blazes a new path for our indus- 
try, hitching the entire concept of H 
‘dress right’ to the basic human 
emotions of life, fear and success.” 


WE'VE GOT WHAT IT TAKES Batten, Barton, Durstine & Os- 
born is the agency. # 


U 
o9 Get rou RCA, Permacel Join a 
OFF THE HOOK 


Color Campaign 

Permacel Tape Corp., New 
Brunswick, NJ., a Johnson & 
Johnson enterprise, and Radio 
Corp. of America have announced 
a joint promotion accenting the 
RCA Victor “living color” tv 
theme and Permacel’s colored 
Utilitape and Texcel Giftape. The 
promotional material, to be dis- 
tributed to hardware, food, drug 
and variety stores, will include 
illustrations of RCA Victor color 
tv screens. 

The screen of one set will flash 
a wheel whose spokes consist of 
Texcel Giftapes, imprinted with 
holiday themes. The second coun- 
ter card will feature an RCA color 
tv set “telecasting” the Permacel 
color pinwheel, on which the 10 
Permacel Utilitape colors appear. 


if you are hung-up over 
Merchandising at the Point-of- 
Saie—we would like to get you 
back on firm footing with solid 
down-to-earth help. 

First of all, we are specialists. 
For more than half a century, 
Chicago Show has devoted its 
talents to one phase of advertising: 
Producing merchandising 
programs that sell hard at the 
point-of-sale. We like to think of 
ourseives as a ‘House of ideas,” 
converting sound sales ideas into 
dynamic merchandising programs 
designed to increase traffic at the 
retail levei—yet tied in closely with 
your overall promotion scheme. 

Our nation-wide staff of experts 
want to sink their hooks into your 
point-of-sale problems. We can 
follow through on every detalii — 
from idea conception to job 
completion—for a single display, 
or a year-round display program. 
How about talking your problems 
over with us today. We'll show 
you how to get action where 
it counts—at the cash register. 


Merchandising « the POINT-OF-SALE 


@ Litnographed display rindoo 


FC&B Names Six in SF. 

Maurice Lesemann, a vp of 
Foote, Cone & Belding and with 
the Los Angeles office of the 
agency and its predecessor, Lord 
& Thomas, 22 years, has been 
named creative director of the 
San Francisco office. FC&B also 
has added another five persons to 
its San Francisco staff. They are 
Arthur Hohman, also transferred 
from Los Angeles, an account ex- 
ecutive on the Dole account; 
Thomas James Sexton, formerly 
with N. W. Ayer & Son, an art 
director, William McCauley, pre- 
viously with Buchanan & Co., 
epee production supervisor, and Doris 
sand P te © Mystik® Seif-Stik Displays. Craig, formerly with Young & 
Rubicam, and George Westfall, 
formerly with General Electric 
Co., to the copy staff. 


O’Conner Promoted 

Daniel M. O’Connor, formerly 
manager of market research of 
Royal McBee Corp., Hartford, has 
been promoted to assistant to Carl 
Davis, vp in charge of marketing. 


use *Ani 


® Cioth and Kanvet Fiber 8 


® Mystik® Can and Bottie Holders « Mystik® Seif-Stik Labels *¢ Squee-zel* 


* Econo Truck Signs * Booklets and Foiders *« Moided Piastic 


CHICAGO SHOW PRINTING COMPANY, 2640 N. KILDARE, CHICAGO 39 
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Circulation Circulation 
Rate Base Delivered 
800,000 875,071 
800,000 922,597 
900,000 1,001,069 
1,000,000 1,056,537 
1,000,000 1,077,478 
1,050,000 1,119,125" 


As filed with the Audit Bureau of Circulations, subject to audit, 


_ Newsweek's com-mu'ni-ca‘tive 
audience...growing even faster in quality than quantity 


n the competition for audiences by all media, numbers are not necessarily 
the only gauge of value. 


Take the case of NEWSWEEK. Its circulation policy —like its editorial policy 
—has been aimed consistently at quality. And, as advertisers have pointedly 
mentioned, NEWSWEEK accomplishes its circulation gains before announcing 
them. Here is the 5-year record of NEWSWEEK circulation gains: 


A sound growth—but beyond these 
numbers is the all-important story: 


94.9% of these people are concen- 
trated in business, industry, govern- 
ment and the professions. 65.4% of 
them are administrative or operating 
executives in business and industry, 
and two out of three Newsweek 
families have incomes over $7,500. 


News WeeaL 


_.. the magazine for 


com:-mu' ni-ca' tive people 
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“AIRFIELD 


AMERCE OF BATH ACCESSORIES 


VLUSS 


z... 
>) 


PemeK me COMLERIENCE 
ee OLE FANT SmLETD 


COMPATIBLE—What the company 
and agency believe to be the most 
ambitious consumer campaign in 
the bath accessory industry to date 
is represented by this color page 
for shelter magazines this fall. Ben 
Sackheim Inc., New York, is the 
agency for Autoyre Co. 


Agency Heads to 
Lecture on Creative 
Advertising Writing 

Cuicaco, Aug. 22—A creative 
advertising course to be restricted 
to those already actively engaged 
in planning, creating and/or pro- 
ducing advertising, has been an- 
nounced by the University College, 
University of Chicago. 

The course, “Creative Advertis- 
ing—Basic Philosophies and Tech- 
niques,” will be held Monday 
evenings for 11 weeks starting 
Oct. 7, from 6 to 8:30 p.m., and will 
feature lectures and informal dis- 
cussion by outstanding advertising 
authorities. 

S. R. Bernstein, editor, ApvEr- 
TISING AGE, will be the instructor 
and coordinator of the course. In- 
dividual lectures, followed by 
informal discussion, will be given 
by agency heads Fairfax M. Cone, 
Foote, Cone & Belding; Leo Bur- 
nett, Leo Burnett Co.; Earle 
Ludgin, Earle Ludgin & Co.; David 
Ogilvy, Ogilvy, Benson & Mather; 
Arthur E. Tatham, Tatham-Laird; 
Ray Mithun, Campbell-Mithun. 


# Other lecturers include Alfred 
Politz, Alfred Politz Organization; 
Pierre Martineau, Chicago Trib- 
une; James D. Woolf, ADVERTISING 
AcE columnist; and Dr. Morris 
Stein, professor of psychology, 
University of Chicago. 

Enrollment is limited to 40, with 
a fee of $60. Further information 
and application blanks may be se- 
cured from Ben Rothblatt, Univer- 
sity College, 19 S. LaSalle St., 
Chicago 3. # 


UNDERESTIMATE 
the SWEET 


VERMONT 


MARKET! 
INCOME: OVER $500 MILLION 


For market information, write: 
Room 516, Statler Office Bidg. 
Boston 16, Mass. 


VERMONT ALLIED DAILIES. 

* Barre Times * seasinean Sone ' 
Brattiebere pefermes : Rutland Herald 

- St. Johnsbury Caledomian-Record 


Dwight, Ryan Named to Top 
Posts of ‘Transcript-Telegram’ 
William Dwight, president of the 
American Newspaper Publishers 
| Assn., has been elected publisher 
| of the Transcript-Telegram Holy- 
joke, Mass., succeeding his mother, 
the late Mrs. William G. Dwight, 
| who died July 31 (AA, Aug. 5). 
|Mrs. Dwight had been publisher 
|and editor of the newspaper since 
the death of her husband in 1930. 


Arthur Ryan was named editor 
of the afternoon daily. Mr. Dwight 
formerly was managing editor, and 
Mr. Ryan, Mrs. Dwight’s brother, 
formerly was business manager. 


Carson/Roberts Names Two 
Carson/Roberts, Los Angeles, has 
retained Dr. Lucien Bavetta, of the 
University of Southern California, 
as a consultant on the account of 
Jackson-Mitchell Pharmaceutical 


Co., which markets Meyenberg 
goat milk and Hi-Pro, a high pro- 
tein milk. The agency has appoint- 
ed Betsy Bishop Riordan director 
of fashion. She formerly was an 
account executive with Jere Bay- 
ard Advertising. Carson/Roberts 
has been appointed to handle ad- 
vertising for American Savings & 
Loan Assn., Whittier, which oper- 
ates nine branches in Southern 
California. 
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Littco Marketing ‘Air’ Lighter 

Litteo Enterprises, Philadelphia, 
will spend about $50,000 in direct 
mail and will use ads in Esquire 
and Family Circle and co-op ads 
this year to introduce an “air” 
lighter activated by a methanol 
fluid and a platinum catalyst. Ten- 
tative plans are for a budget of 
about $150,000 in 1958. Solis Can- 
tor Advertising, Philadelphia, is 
the agency. 


we’ve made a new woman out of Woman’s Day 


The tables are turned. Now, he boils while she reads. Ironically enough, the article in the September WOMAN’S 
Day that’s captured this gal’s attention is “How to Stay Married,” by Dean James A. Pike. (Ignoring one’s 
spouse at breakfast is definitely not one of Dean Pike’s recommendations.) From the moment she wakes up, 
this woman’s day is filled with WOMAN’s Day. After toast and coffee, she’ll be planning a wonderful new kind 
of lawn that needs no cutting . . . a lawn she learned about in this issue’s “Fall Planting Guide.” Later, she’ll 


sy Sen San ge 
ee PE Ser Mer Pe yet ya + ae eae af J 
Be SO A iRise  A ia  Aemes. i — ay te ie ae Nice amieeet Po eaieiais fh eae awe Lae ten 2 
i 3) eet Se Bere asta es cise ee 2S cee Ca ae ea) NS te) ay fon ss ee a el ON eee aes a. 
er a 5 a de ieee... pane oe a a Poe oan Righ eee rae See ae aaa ear gece Oe SE ae a ee Ss pig Se a ot i 
Ree ee) ak © Riga Paes aa a" d jm cs. See. een eee et ee eee oo oS pe Ter ube Se ae is eee AO 3 <a es iit i y cept Si a 
Lae. ee oe ns fo ae Rab det : OP ee ee ce at ome ee ee tae as 7 eb: aa a ee PE aie eS Te of Oa gare seis" abe, nee eS 
oon ee aa Se ee ae cae Me sig Sigs aren een. ee ea ee eo ee a esse RTS > Oe eee Aer 
‘ see e ; 4 A Re Sons i Bo | Tie eee a te igre sd re Bosra aie. Oe ieee ae oes : OSE eee oem aps = oar |e ais: ory, eee ake 0 
‘7 oe ia ‘ FA kit Phi ybiaess | eee = ic eer Fes "os eats ri ba eee eae Bee <i are ae ee ae peste Se 
rae ee, pale. ee. EO Res dir he ane Ae a cre oN rey a eS ee a . 
hi pees E a ene) MR tn aa ae 
a Sie ’ . 3 SS oq 7% PEND eae eee 3 eke! #7 
Spare ia 3 ‘i ici tales a ie 
ae AY sc 
mo Pl es 
SRS aa 
gl Y 
a rg ; 
T Q . 
ae » } 
5 eee ; K : " ‘ 
ee : 4 : 
ee re *¥ TA * 7 
ieee } ‘ ‘ 
me Shad ag : 5 7 ’ . 
% Ge pe - . 
tee. a ~*~ Y 5 
eee <7 | Ges t + 
ae tg ‘a 
= eat ae 
Pica j 2 
ipa \—-—__ Orr  —————_ | 
i ee 
: oan if 
y _ one nae 
2 te 
es : 
a ae 
ent Monae . me 
elias ; ae 
Hoge ie 
ceo aie. ' » ms 
oe a 
bite ot : 
ie . : 
ca e a 1 
res “i 
| ihe 
| ‘e 
ae ye 
Pee 
er 
cee. | : i : 
ioe ome pes jel eg ‘i ee en 
. Pi tai ge i A 
* ii ea hoot oh ee Pree ha 
sie oa ip: Ns! + : 2 pene 
_ 7h en epee ona en ae 
: SS Cae See Serie ee ee a 
se Pa a, He aes Sat 5 a ee AR ta =) i 
Ba (Ss as Roar eee ee eoyg. i te es ‘ 
me : a eee es Son eee 
| eS ose 
| as aie, I en = f ze 
re 2) a 0 5 yh eo pane & ee MS 
| ne 2 gape. WP ee Se ie beeen _ A 2a 
: ee alg ia giorno ee ns = 
’ eee Seer e hit bt eu 
ick x : Pp — 
' s a & a q . 
' 4 4 neo r ee, > “a : 
Nag ate | ay . = eo 
mk aie | ? ‘i | r 
Lope i To we 2 — 4 y 
: Es ore | ee Es Slee i ae ee ot sali ? , a dl 
ie ee: mee Wa ge ins Rae, ec ae ee 3 
Pyae® at a SS ee ee : 
is geet ee: eee oe eee Ee. Vou , 
Lee ; ee. ES ae Ne fe 
iis ; oy EG Tie ee ee a he ee see ae : . le. 
oan ae eer ee a ae 7 ae = Ae 
Seta y, 4 ing ci i Tecate eee gs 25 Sa ae 
Bae Soe ’ han ha. ge tee Saie re. ars es ae 
is : eo ier: ae: fa ag red Fo ie 
ae oa wae tho ee et ee Te: 7 
pepe J, ae ae ee he oe ae 2 ae cs 
ae phe oe ae Ri as Tt 4 ee he . -_ 
a! Pit ae a man ts Pee Size fle ae } rae 
ae | 4 1 pee ee aaa Peat a ( Cae 
| . Sa hes ae ey (et agre pa ec tld Se ' “se 
dl x _—e x % as, Ome ees 
« ae OE, an we: tiny Beccles: y : 
* es i= oe Bat cee epee a €, - os 
- : ae ie ie oe ee aca q 1 P ae 
— eee - ” CE SRA eae . 
a“ ” MM ioe ee ee aie 
—- - le gh pO a ae oS | sci § 
3 . as ¥ Aig oat Re i ig oie TE a tag Sy ae 
ne wee —- 4 : Reet eae i et eee . =o % 
Ei —— 86 Be 3 ee See ee one a ae 
2. i = er gt ee 
ween gs oes : * aan oe wi ie oi aes oe " Ay 
ee . a ™ ¥ 7 i ar Ty Vee Cane ee w2 
ee a 4, oe co ae Say ieeae ay Seta en RE oer eae eli ag Ee eee ae 
i 3 c Y ese mt ee oe asin ca ey cae ae 
ye u ‘ ms p a ae ee a as rt Fs. fee oN ne ey Pe ae Ae a. a if x 2 
: a ‘<> Se — eed =. ie a BO RESON RS A Oe if mi 
a ip i pear aa a so eee eo A : toes os 
; — ie a fe) ae 7 eee Oe on ee ae 
af ; ee ee ee ee. be et a eae “ie 
ae MS ee + ae + 7 ee sacle Wage, | eae 7 
emis am hs ia a 3 a ee a rr i 
"ae “ 1 a ae ° fs -# i. 3 a ag f. ° aie "i 
; om 4 ma. % ar ae ey | A " 2 ae 
-o ee Pa Nk ee ma, ogee eS i 
; A ae a sy " * ga oe Bean > a a ar FER Te - in oy 
ese : 3 itd ae > ee eae or : 2 ee ee “<i | 
oe : i eo ee a eae —_— : 
eas fi ok af “oe eee r cs ‘ ‘ be * . | , 
ae 4 a Ed oe ; “a atte 
ae ee eo Bens Ae Pa > ee ‘ ro. -. se Bi 
es ‘ ta ce 2 ee ae Au 3 4 a As a j “ 
atc — Po. eee Re. Se ES a ae. : - : — 
paket eS a Bes Sainte: — 2 a: ; q n j ! 
aah a r: on oe ee ei idy 8 : : ; a ze - a 
2 SS qe re Pe nn aed oe j . . ” 
Fa ena PS pee oe = fe Sega ca ; Wey ss ee 8 a a ee a 
reat ‘oy cc + ieee meets Eee ae eee : a sae a il ~ 
pps ee ee Be Oe ae Yee : 2 ‘ —— a od 
a te een cath A ices : i - . ee te ee 
be : Beg ape eee fe | on a o ay i os * oo : 
ate OSS AN ee 4 ie Be RP be % ‘i : ae Se i 
en # s : a ee Lae ' a Bee Ge eee — ae et . } Bat 
Pe - A oe aan a Nes et oe Pies: eh Te ee pe ge Fe Pee | Pe 
Sais : | aa P — ie a5 Pe Pek ae a — . ot ee ] os Wade. aoe =e sue 
ac aie ll le rae Oe i ae r= mi, 5 bay Sate ail. -"* eat 
oe a re eal py | 
pitta ie | A te ieee oe “oe iii Fae — i a 
ay " =: wee eee me So te ie oh cre: 2 tobi ea es . " 7 aah 
alec | a a Rin Competes Sc) ene ee oe oe *... i a ' 5 
rele) » ee pees poe ek ol a, all ae & ie ce si or : = cea 
Pere = pee es a _ = F i. gee ag 
eae ; say Pods ak meee Sab Oe eae a : ‘4 * ee 
Brn Mee ER ae i aes , ie 
as "othe sae ewes ee a a 4 =, Hs se Si : fee 
ee 0 ge - a ey 
aa 4 os acai ato aor? ee. a Pali é f. 5 
aa 2 ‘ : : : ies i Atyeeaie a. grag , 4 
Wes , ag a Re ee Rese poe ray, pat. Ms ; b " a be 3 i be 
ewe in = ae. Pe ree oe aa n Me . : * i 
eae" P ‘ aes Po Pe en s a ~* eae n 
Sie oe oe aes oe she Wile oo fi Uke ss,” “4 3 i ge one r | 4 ee 
Ae oe FP pees i Bae fey eae ee ea re, cok a, # oye 3 ; 7 pee 
Hist Wa <a a ae nae <n de fale eee caged Pe et gen ‘ie Saha nee a ‘is Ried 4 i 4 ° 
rae: a! te eee ee eee no ee oo Co: Wes uth ee —— cre 
Ree ean ee Recor aes eter tee ea eee ieee Ve a. e | ot 
eae eae ee, a. ea oe a ar Bs eee a ee - ' is z 
tie +7 AE he ah ula ae etna Est oe Ole ee St SBNation seat 5 “Pome ey 
Veageo — > a ¥ ase i. eee 2 a * . im ms “/ ae ——— ee a 
Siew ha i: th Df dealt + ee . > gee ves me. % oS i a eM - Se oe. _ * Bd 
Se D>, jimi ae" oe eee Sines y F iti ee a ae - he . : | nt 
ee eo eae OF Ses SL age, oe il be cae. ee “Soe fe —— -. 8 te ot a ae 
PIE ee ey ee tne : Pe 3 ee — a ‘3 cn 
Oe 2 rie Dr ogee era cee a " Se aol ee ee : - me. 4 r f . aS ge 
Jane eee boaod ee ee. ; ee ae ‘ aw < = 
om . See - aie ty a Saw coh TS a a , yh, 5a : A! = p . aoe 
ix, er ae Se OC Se } So 4 er ‘ oS we 2 as =r ¢ i 
ee PT ae roe ak | ges wee ba 4 eae oS 3 “ “ se a ~ ae - i Pie 
es ES a Ra le ge Serer wa ee. Page 7 % , an : ; oi’ j ie 
Hod a ees he oe So alia ies a Nii i aa oe y a n ; 3 . = oa 
ee : Sea, ik Ug Se . Bh eae i “he: tts , = <4 ee 
: ES GA ae Aa ee eS, . Kee Sees = fi RS y .. <P a 
‘ pd ae J eae ik sis Be te en a. oe i - «a a. Sim ae? 
; SE Set pan Zi Oe eee. . f i, ie al 
5 Na oy) a we .*, b seek 
2 bac = 4 > * ea 
= 4 2 wal el 3 aes bat " 4 oe neg i. ¢ E 
P # eS X FE ee: i : 4 ea ot ae ay a : ete aren 
a: A ee ens “ mae a ies oy ne ae 
tae » : si hai Sor yal Sais, tao eee is er os La ie ome 
pr OS = i = ce ae ee aa a 2 : i 
ec: See. i cae pee Re ioe ie ete t = ad 
MEE: ‘ , . Be tn eae ey pr # » . 
Pisa | ¥ ‘ : ; ‘ 3 ee a “ i. 
Pay ~ 2 ae z. * ime « 2. 
ite ats ‘ nay PS - Oe itn ae > 
gees * : ae » ; 
ee ™ — ee | 
fee - % ae 
“ ae ; ee | : 
ey ae 
trae ee 
Sate id 
PFS ih es 
: | “ote 
| ig 
m3 
ae ae 
no + oe : ees = 
; fete ge ae ag eee eee Pree wn dh Sete By ciate ; ; 
pereee See ea le Tig Wiens ak vane Ie Fe Sd phy nr Ca tapes ac. Oy, eae hy z: 
eS see alg Se Vice” ees ae tt ae rey eR Mia a Sh ee Pot Sos re id ee ee sat ah Se ante. Minutes at cpt " % Zz . ee 
Ree: s, iris, Re wiieh ct ae eae eeere oe ape ee ie ida a i 5 od as ; Re ee € eer i ml é re r 2 a ee 
“ie ale lige, Betenae ete se Fea sony Cater eae ere yee ee Ma ao ae ae es Ce nee oe ne eg 4s “> Es sarees = cote ies mega eer eae ye fe Miaes- keg Es soem yeh Se 
ee eae et Sp tp 2a Der area et ale ae eo ee fe Sete R, gece fhe oe ae : wo ee Hee Tere cris gel j =) tea te 
; : Shiga Nees nde So. seed Temes cies at all Se Pt ie oe PO eo alae bie LSet ee rao ce pe : pier’ 
ia a ‘ Oe ee ey al ee ee oa us by. F ee ay = & ao Neo ee poms ee Rh Ge 9 See ee raat = peg CR Pn pete lets aM eases = 
aera Mi Bog See Ss Ses ara eee ee eee ye. i ae : ee Bes Geet fee Le f il Sao aa a dele ime ts ik ee 
“ RS = ER a ee Set SS ae Biel isa a \ Si eee pie eee ae 2 a ; uate tha. bets ; Be , ee RAD O eek nt tn ge Lire seh 
- i hee, | Eh. Are. Many Oe Gamma ye See ts Bein oe: : Packie bo el ogt Lk ee deerme ee ale o® 
Li: Se pre she mr es ee = gS Pee 
Pa Ree whl ee oe i, eee. 


Advertising Age, August 26, 1957 


Hotpoint Kicks Off 
13-Week Radio Promotion 
Hotpoint Co., Chicago, is spon- 
soring a new ._3-week network ra- 
dio campaign which began Aug. 
19. A total of 251 NBC and CBS 
radio stations will carry the spot 
program on weekdays and on the 
weekend “Monitor” lineup. Theme 
of the campaign is a new promo- 
tional slogan—“Look for that Hot- 
point difference.” 


| Both half and full minute com- has appointed Elwood J. Robinson | been appointed by the Fresh Fall 


|mercials will plug the “difference” 


itheme, pointing out the various 
differences of all Hotpoint kitchen, 
home laundry and tv products. A 
special promotional kit has been 
designed to help dealers capitalize | point of purchase campaign to in- 


on tie-in promotions. Maxon Inc., 


Chicago, is the agency. 


Star Names Robinson & Co. 


Star Ice Cream Co., Los Angeles, | 


| & Co., Los Angeles, to handle its 
advertising. Star, manufacturer of 
private label ice cream and sher- 
bets for the Southern California 
market, plans a newspaper and 


| troduce its first consumer label, 
| Vogue. 


Mogge-Privette Adds One 
Mogge-Privett, Los Angeles, has 


& Winter Pear Advisory Board to 
handle a promotion campaign for 
fresh California Comice and Nelis 
pears. The agency also has ap- 
pointed Les Foster executive art 
director. Mr. Foster formerly was 
with Studio Artists, Los Angeles. 


KLAC Boosts Adams 


Felix Adams has been named to 
the new post of vp in charge of 


©1957. WOMAN'S DAY. tH 


and they can’t put the book down! 


discover a short-cut to home-improvement in “How to Paint a House the Easy Way.”’ In the evening, she'll 
explore Charleston, S. C. through the descriptions in “‘Treasure Town-VI.” And while she’s there, she'll pick 
up a few pointers on southern cooking. It’s no wonder so many modern home-makers have turned to the 
new WOMAN’S Day. Expert advice, useful information or absorbing entertainment on every page. Why don’t 
you turn there, too! Get the September issue at your A&P now. Woman’s Day, the 


magazine 
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operations of KLAC, Los Angeles. 
With the station since 1952, he has 
been general sales manager for the 
past three years. KLAC also has 
appointed Pat Wright, formerly 
with Kenyon & Eckhardt, a mem- 
ber of its operations department. 


Adorn Co. Changes Name 

Adorn Co., Chicago, vinyl plas- 
tics fabricator, has changed its 
name to Adorn Plastic Specialists 
Inc. The change was made to em- 
phasize the company’s identity 
with the industry it serves, Jerome 
J. Kahn, new president of Adorn, 
who recently acquired majority in- 
terest in the company, said. 


Henkin Named at Leblanc 

Daniel J. Henkin has been ap- 
pointed director of advertising of 
the Leblanc Corp., Kenosha, Wis. 
He will be in charge of promotion, 
dealer-public relations and adver- 
tising. He joined the company in 
1954. Leblanc manufactures wood- 
wind musical instruments in the 
U.S. and France. 


Same 
blanket... 
new 

label 


Same power-packed station lineup, 
same blanket western coverage. 

Only the label is changed. From now on, 
the Columbia Pacific Radio Network 

is going to be called the 

CBS Radio Pacific Network. That way, 


you know at a glance who we 
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HOW LEWYT HELPS SPOT A“BOGIE” .. 


Alex Lewyt, 
President of Lewyt Manufacturing Corporatio, 
says, “Our People Depend on Technical 
Magazines to Keep Up With Their Field” 


At Lewyt Manufacturing Corporation—in electronic plants everywhere—you'll 
find business and technical magazines are “must reading” for the men who plan, 
develop and produce. And Alex Lewyt can tell you one reason why. He says: 

“For almost 70 years, our company has been a manufacturer of electro-me- 
chanical equipment. Since World War II, much of our work has involved the 
development, engineering and production of complex electronic equipment. 
In the case of SAGE—called one of the most detailed military projects on record 
—we are involved in a multibillion dollar Air Force project along with Massa- 
chusetts Institute of Technology and six major companies. 

“Working with and for other companies has shown us the need for a ‘meeting 
of minds’—a detailed knowledge of what's new in techniques and methods, 
products and processes. That's why so many of our people depend on business 
and technical magazines, and why McGraw-Hill publications rank so high among 
their sources of information.” 


In the Seven Companies Involved in SAGE, 4,441 Key Men 
Pay to Read One or More McGraw-Hill Magazines 


Throughout business and industry, McGraw-Hill magazines are bought by the 
people who must keep pace with changing technologies and new business 
developments. 

You can “mechanize” the selling of your products and services by advertising 
in the McGraw-Hill magazines serving your markets. In this way, you relieve your 
sales force of many of the preliminary steps toward a firm order. Here your advertis- 
ing reaches a responsive audience ... for pennies a call. 


McGraw-Hill Publications 


McGraw-Hill Publishing Company, Incorporated, 330 West 42nd Street, New York 36, New York 
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WITH 99.9% ACCURACY! 


VITAL PART of our defense wall is 

SAGE—Semi-Automatic Ground Environment. This complete system locates hostile or 
“bogie” aircraft. It enables ground control officers to marshall guns, missiles and interceptor 
aircraft like the F-89D “Scorpion” shown firing its wing-pod rockets . . select the best 
suited weapon...direct it to target automatically—all within a matter of seconds. A Lewyt- 
built “Interpreter”, whose monitor is shown in inset, converts and transmits target data. 
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‘Everybody's Daily’ 
Declared Bankrupt 
on Eve of 50th Year 


BuFFALo, Aug. 20—Everybody’s 
Daily Co., publisher of Everybody’s 
Daily, Polish and English language 
newspaper, has been ‘eclared 
bankrupt. The Aug. 9 issue of the 
newspaper was the last. . 

James R. Privitera, bankruptcy 
referee, declared the bankruptcy 
and appointed George F. Bates, 
who has been serving as receiver, 
as trustee to prepare for the sale 
of the company’s assets. 

The bankruptcy order brought to 
a close several months of efforts 
on behalf of several groups and 
individuals to continue the com- 
pany in operation. The publisher 
filed a petition in federal court 
under the Bankruptcy Act in May 
(AA, May 13), in which it pro- 
posed to continue operation as a 
debtor in possession. The compa- 
ny reportedly lost $92,000 in its 
1956 operations. 


e Mr. Privitera agreed with 
spokesmen for other parties that 
neither the plan proposed by the 
employes or suggested by the debt- 
or contained sufficient assurance 
of continuing the business without 
continued losses. 

The newspaper, scheduled to ob- 
serve its 50th anniversary in Oc- 
tober, was sold in March to a 
syndicate headed by Matthew W. 
Pelczynski, former general man- 
ager. Earlier this year it was con- 
verted from an all-Polish-language 
paper into an English-language 
paper with a news section printed 
in Polish. # 


Mullins Adds Two Accounts 

Martin-Dahl Co., Spokane, man- 
ufacturer of aluminum storm win- 
dows and doors, has appointed 
F. G. Mullins Co., Seattle, to direct 
an advertising campaign in the 
western states. Plans call for use 
of newspapers and television, start- 
ing in September. Mullins also has 
been named to handle advertising 
for Binyon Optometrists, which 
operates throughout Washington 
State, effective Sept. 1, succeeding 
Miller, Mackay, Hoeck & Hartung. 
The Binyon account bills approxi- 
mately $125,000 a year. The agency 
was formed April 1 by F. G. Mul- 
lins, who for many years headed 
the Seattle office of Ruthrauff & 
Ryan. 


Bergman Joins Stern as A.E. 

Oscar A. Bergman, formerly 
men’s fashion editor of the Cleve- 
land Plain Dealer, has joined Nel- 
son Stern Advertising, Cleveland, 
as an account executive and mer- 
chandising counselor. 
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Versatile Adman 


When Robert Jay Misch, vp of Al 
Paul Lefton Co., isn’t conjuring up 
an ad, the chances are his fancy 
has turned to matters gastronomic 
or horticultural. 

As a charter member of the Wine 
& Food Society, he’s been an au- 
thority and author on the art of 
good eating for some 20 years. As 
tender of the “Misch Arboretum,” 
he’s been “the world’s greatest 
sucker for a seed catalog’ for the 
past six years. 

His abiding interest in good food 
and drink dates back to Repeal 
days, when Frenchman Andre Si- 
mon—then the No. 1 connoisseur 
of the haute cuisine—decided 
something must be done about 
those two unenlightened countries, 
England and the U. S., which (1) 
drank too much hard liquor and 
(2) knew nothing about prepar- 
ing the fine foods they produced. 
Mr. Simon’s solution to this gas- 
tronomic plight was to set up 


- « eRobert]ay Misch 


\the Wine & Food Society, which 


now has branches in every Eng- 
lish-speaking country. Mr. Misch 
became a charter member and sec- 
retary for the new crusade. Today 
he is chairman of the society’s ex- 
ecutive committee. 


® So began an avocation which he 
hopes to maintain as long as he 
lives—and an avocation which has 
inspired him to pen a long list of 
“gourmet” articles which have ap- 
peared in such magazines as The 
New Yorker, Esquire, Cosmopoli- 
tan, Living for Young Homemak- 
ers, Evening Sun and ADVERTISING 
Ace (AA, Dec. 1, 1953). 

It’s also led to the “Robert Jay 
Misch’s Foreign Dining Diction- 
ary,” printed in French, German, 
Italian, Spanish and Portuguese— 
and dedicated to the “poor girl in 
the early annals of advertising who 
ordered ‘chicken salad’ over and 


/over again, all because she didn’t 


couldn’t order from the menu.” 

Published by Doubleday in ’55, 
the dictionary has enjoyed a) 
sprightly distribution ever since in| 
bon voyage baskets and vest pock- | 
ets of innocents abroad. Thus sav- 
ing, Mr. Misch fondly hopes, at 
least a few Americans “from or- 
dering “lundi or dimanche or prix 
fixe.” 

For the past four years, Mr. 
Misch has also authored a weekly 
column on food for Playbill. For 
this he has the delightful obliga- 
tion of sampling the specialties of 
at least two top restaurants of the 
city each week. 


know foreign languages and | 


# And what would Gastronome 
Misch order for a “perfect” meal? 
Well, he’d start the evening with 
Cremant unblended champagne 
and goose liver. He’d begin the 
dinner with Jambon de Bayonne 
with melon, followed by Lobster 
a VAmericaine served with Mon- 
trachet, “the best white wine in 
the world.” 


For the piece de resistance, there 
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would be larded tenderloin of beef 
with fresh asparagus. The wine? 
La Tache burgundy. 

For dessert, he’d choose a 
macedoine of fresh fruits flavored 
with kirsch or framboise. Then 
coffee and cognac—and your rich 
uncle to pick up the check. 


s His second after-hours interest 
sprang up six years ago, when the 
Misches struck a compromise with 
New York living and bought a 
weekend home near Bedford Vil- 
lage, N. Y. 

“Until then I didn’t know which 
end of a plant to stick in the 
ground. Now I’m trying to grow 
just about everything that will 
survive in this climate—including 
a lot of things that, acccording to 
the books, are not supposed to 
grow here. 

“Sometimes I fool God and 
sometimes he fools me, but it’s 
much more fun than planting the 
same old nasturtiums every year.” 

His specialties at his week-end 
retreat are trees and shrubs, and 
by now the Misch Arboretum in- 


Now 10th in retail sales per capita 
—as stated by U.S. Department of Commerce! 


Dominated by WTVT 


—ask your Katz representative for the latest ARB! 


SUPER @ MARKET 


ee ed 


—_- 


B Bith in Total Retail Sales 
(Up from 36th previous year) 


3B QB th in Food Store Sales 


(Up from 44th previous year) 


BUst in Drug Store Sales 


(Up from 33rd previous year) 
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cludes such a worldly collection as | 
mimosa from the Deep South, 
English trees, pinus bungeana from | 
Korea, Cedar of Lebanon (badly | 
winter burned but still trying), a 
Benjamin Franklin tree and even 
Japanese camelias which he is at- 
tempting as part of an experi-| 7 
mental project for Boyce Thomp- | 
son. 

He talks purely Latin when in} 
his horticultural mood and, as his 
two daughters (Mary, 15, and 
Kathy, 12) maintain, “he never | 
calls things by their easy name if | 
there’s a hard one.” 

An enthusiastic member of the 
Men’s Garden Club, he’s particu- | 
larly proud that in the spring gar- | 
den show, his eight entries pulled | 
down five ribbons: Two for his| 
Climbing Mrs. du Pont rose, two} 
for his Madame Le Coultre cle- 
mantis and one for his Argus | | 
Pheasant iris. 

His gardening hobby is taking 
over his New York apartment too, 
and now he’s collecting strange | 
house plants, ranging from bilber- | world,” to aralia which the Japa- | “they play lights against its med tg oe wall.” 
gia “the ugliest plant in the | nese use in place of paintings—|to make shadow paintings on the| There’s a third interest Mr. 


4) 


ie is ‘the ugliest plant in the world.. 


” 


“Boeuf bourguignon is one of my specialties...” 


The WKY Television System, Inc. 
WKY and WKY-TV Oklahoma City 
WSFA-TV Montgomery 
Represented by the Katz Agency 


a 


B Bred in General Merchandise Sales 2th in Automotive Sales Sth in Service Station Sales 


(Up from 37th previous year) (Up from 34th previous year) (Up from 39th previous yeor) 


(Source: Sales Management Survey of Buying Power, 1956 & 1957) 


“... This aralia is from Japan...” 


Misch pursues now and then— 
writing juvenile books. The first 
was written nine years ago, when 
his eldest daughter was five and 
deemed old enough to visit “Dad- 
dy’s office.”” From this expedition, 
Mr. Misch wrote his book “At 
Daddy’s Office” which told of a 
child’s introduction to such won- 
ders as the switchboard, typewrit- 
er and water cooler. 

When it came to promoting the 
book, Mr. Misch’s adman’s in- 
stincts took over. He persuaded 
Knopf, the publisher, to introduce 
the book, not with a literary tea, 
but a literary cocoa—at the office, 
of course—with each critic bring- 
ing along a child. 

Then he topped it off by getting 
stores across the country to tie in 
with all kinds of promotions for 
“clothes for going to Daddy’s of- 
fice,” etc. 

The book is in its third printing, 
and Mr. Misch now has a second 
children’s book hopefully at the 
publishers. He isn’t saying what 
this one is about, except that, like 
his first book, it “takes a different 
twist from the customary chil- 
dren’s fare of Porky Pig and Rusty 
Rooster.” # 


Mowbray Joins KOMO-TV 

John Mowbray, formerly with 
Hugh Feltis & Associates, Seattle, 
has joined the sales staff of 
KOMO-TYV, Seattle, as account ex- 
ecutive. 


The No. 1 Medium 
In the South... 


GRIER’S 


ALMANAC 


2,200,000 CIRCULATION 
FOR 1958 GUARANTEED AND 
AUDITED. REACHES OVER A 
MILLION RFD BOX HOLDERS. 


e Blankets the Rural South 
from Virginia to Texas. 


e First in Prestige. Has been 
published for 152 years. 


@ Readership is intense and 
loyal. 


e Every advertisement next 
to editorial matter. 


e Stays in the home the year 
‘round. 


Write, wire or phone for 
rates, closing date and 
detailed information. 


GRIER’S ALMANAC 
76 Central Avenue, $.W. 
Atlanta, Georgia 
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New York, Aug. 20—Trouble 
with the agency business, you can 
never be sure you’ve got an account 
—for keeps. 

Take Gibbons-O’Neill here, for 
instance. That agency told ApvER- 
TIsiInG AGE that it had been ap- 
pointed by Robinson-Lloyds Ltd., 
Great Neck, to handle advertising 
of Dry Imperator champagne, 
sparkling burgundy and pink 
champagne. 

Hardly had the national news- 
paper of marketing reached sub- 
scribers with the news when Ben 
Bliss of Ben B. Bliss & Co. was 
calling AA to say it wasn’t so; his 
agency was keeping the wine cli- 
ent. “Gibbons-O’Neill was a little 
hasty with its mews release,” he 
said. 


“Only THE MUSKEGON CHRONICLE has the circulation 
in the Muskegon area national advertisers need” 


“Advertising in The Muskegon Chronicle is practically a must to 
adequately sell a brand name product in Muskegon. Ads in Grand 
Rapids, Detroit or Chicago newspapers cannot do a selling job in 
this large area because even their combined circulation is negligible 
compared to that of The Chronicle. The Chronicle assures a remark- 
able 99% coverage of the metropolitan area for our own advertising. 
For real results we believe national advertisers should support their 
products with this kind of coverage!” 


BOOTH 


THE BAY CITY TIMES «©THE ANN ARBOR NEWS 
THE SAGINAW NEWS — JACKSON CITIZEN PATRIOT 


THE FLINT JOURNAL 
KALAMAZOO GAZETTE 


NORRIS D. PLUMB 
President, Plumb's 
Super Markets, Inc. 


emer 


drawing of the rh 

mb's Super Market in the 
luskegon area—now under 
in North Muskegon | 


THE GRAND RAPIDS PRESS 
THE MUSKEGON CHRONICLE 


NATIONAL REPRESENTATIVES: A. H. Kuch, 260 Modison Ave., New York 16, MUrray Hill 5-2476; Sheldon 8. Newman, 435 N. Michigan Ave., Chicago 11, 
Superior 7-4680; Brice-McQuittin, 785 Market St., San Francisco 3; Sutter 1-3401; William Shurtliff, 1612 Ford Bidg., Detroit 26, WOodward |1-0972 
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Client, Client, Who's Got The Client? 
Gibbons-O'Neil, Ben Bliss Disagree 


A spokesman for Gibbons rue- 
fully confirmed the facts. The 
spokesman said, “We were given 
the account all right, but then the 
previous agency produced a con- 
tract dated 1950 that called for a 
six-month cancelation notice, The 
client had forgotten all about the 
contract. But we expect to get the 
account anyway, when notice-time 
expires Jan. 1.” 

Back at the Bliss agency, the 
Gibbons-O’Neill expectation was 
discounted. “We think we will re- 
tain the account, ” said Mr. Bliss. 
“The Gibbons agency came in and 
showed the client some exciting art 
and had the account in its pocket 
till I produced the contract. Then 
we showed the client some beauti- 
ful art work, but we refused to let 
him have it; four-color insertions 
would eat up this client’s budget 
too fast; what he needs is b&w 
fractional pages.” 


® Meanwhile, a device proposed by 
Gibbons-O’Neill, a tie-in between 
Imperator Champagne and North- 
west Orient Airlines, will be ex- 
ploited by the Bliss agency. The 
original Gibbons idea called for 
serving Imperator to Northwest 
passengers for free. The Bliss 
agency said, that’s fine, and let’s 
exploit the idea by playing it up in 
point of sale in airline terminals 
and in the advertising we and 
Northwest do. 

Next chapter in the Bliss-Gib- 
bons tug-of-war, with Robinson- 
Lloyds the tugee, is scheduled to 
appear in the Jan. 6, 1958, issue 
of AA. # 


Ericsson, Swedish Company, 
Sends Report to Americans 

L. M. Ericsson Telephone Co. 
of Stockholm—one of Sweden’s 
| largest industrial enterprises—has 
|distributed a 36-page English- 
| language edition of its 1956 annual 
| Teport to some 4,300 American 
\“thought leaders’—editors, busi- 
/ness executives, bankers, security 
analysts and educators. The mail- 
ing is part of a corporate public 
relations program devised for 
| Ericsson by Doremus & Co., New 
| York. 

The report shows record 1956 
sales of $136,400,000, with net 
‘profits reaching $3,984,000. Erics- 
| son has subsidiaries and affiliates 
|operating in 28 countries. In the 
U.S. it controls North Electric Co., 
|Galion, O., maker of telephone 
equipment. 


_Lovick Names Diespecker 
James Lovick & Co., San Fran- 
cisco, has appointed Dick Dies- 
|pecker an account executive. Mr. 
|Diespecker formerly was promo- 
| tion manager of the Province, 
| Vancouver, B.C. The agency also 
| has been named to handle the fol- 
|lowing accounts: J. T. Ward & 
Co., Donald Jones Co., Chase Ward 
& Gardner, Military Security Sales 
Co., and O. D. Keep Associates. 


WPFH Changes Call Letters 

WPFH, Philadelphia and Wil- 
mington, Del., purchased by Storer 
Broadcasting Co. in March, will 
change its call letters to WVUE 
and will move its transmitter from 
Talleyville, Del., to Pitman, N.J. 
W. S. Roberts Inc., Philadelphia 
agency, has been named to handle 
advertising and promotion for the 
change. 


Keil, Koch Join ‘Look’ 

Edward Keil and Roy Koch have 
joined the promotion department 
of Look. Mr. Keil was formerly 
with the New York Daily News, 
and Mr. Koch was previously with 
'the State Department’s foreign 
i service. 


© ¢, jl fi SINS Rate ae : ey ebt Ra aee lee ot - a eee ~*~ ae a, S Oe La far > Sa a> a oe =e eS ae OOS ea Lee Se re ae — oe Te ene ite teenie sinieEMintmunintenneee.:. te ee 
Seo nee A Saggoue Seen ie) ae a ine OL ee be ei > Tee Sa “4 Lesa Foes. " ec. : Sei te : eg see te Te ogee eee Sages eer 7a Cae —— i cee = tie emmeee as 
te Be ya? a : Saka ite ae t = ot A ivi: eae heme Scie ee : ea a ee ee mee, oF eee. wear) oe res ca cS ame me rand oleae Nt ee te Pe 24 -y 
oe Sauer 8 Bee Ren a es gee an ee c ene Be i. Scie Were et Sau ne a re =e: eS ER, a ee ee SE 1c nh : wes DRM GM on 4 oy ate 
ee a ema) i Secs oe eget eee yal ea oe. a ee ee ogee ere": ae es eee ee eee ee oe Tee gai ee. or 
ee ce ge eee Pe a Se ee ee! ee ey, ee eee a ee 
ea ti ke (to: = Le ae > 4 Dot Se Atay s le age gees LY Aa ee ae are es ee te te i ee os a ue eet ad ieee pa sity eae Ae 1 ala ts Pos? 
re ier . a z nee 2 a7 i ‘ ees tas - Ta i ii Pn a ae ee issu idl — ae yeaa : 6B ie ol atl eee et a RE a a — . ae ae 
ue ? ; ‘ : ; a rl 
nag : a. 
“a » 
ts 
one 32 ee : 
oP y. 
ee 
ark a r . o —— — —— eS - —s | ; 
4 ee ~ = 2 
et ‘ P H . 
is cl ts : ve : ; 3 = | i 
: : ana : . 
i ig! ; 
H y i ite. TE aera ar <e Ee ¥ 7 2 . 
7 7). wim ae aad? shise ee a eee, yy . + 
Pere FE ; ge mig oie <2 ae. Pee ae an 7 2 . @ me j oe 
Pig a ‘ . Ries ij eo 4 
bite E 3 2 Res 4 me i ; 
ie B : is eer re s ‘ s 
oS * ee wget z . 4 i 
x ; . Bie + ) : 
es — ¥ . A 5 
E ~~ Pe na 
yo ’ aed - j 
ae T gether d= Hf : : 
aie ie , ‘ | | : 
a ee ; 4 ’ : 
ae i * ot d 7) : ; 
wT: : i if z ‘. 
rcs _ ‘ magazine : 
rs f * The exciting new 4 C | ' 
fee a) \ - 
Gis i 7 \ 
a % for all the tarnily _ be . : 
ee ‘ ' ore 2 ‘ oa ot 
eats 5 i | , 
oo / : a I 
an f ' } q i * ] : 
’ = P ‘a ° J «f 
i . | Il 
| Fane ee 
/ Be Pee 
: e 
oe, ‘ 
y i me ' 
a ee P 
tes). LLL 
hone 
Bee 
ce e 
aes eae 
eee | 
See 
Cer * se 
ee 
pea 
oe 
4 
ae 
ee 
ee 
a © 
8 a ‘ 
-* | m 
oe . | 
: at 
e i i q 
: ‘ a : 
aa 4 
By, naa i y 
reer ve ‘ ; 
: i 
e i % F ‘ 
} — 
fess Rey ees / 
ar, : ' ove ~ saath PS ie, | , . i . 
a as es eee mat eS od fos fie a : ce 5 ee Bie. so WO eR Rg “a — ——— a . 
ho ty _ = a Ce i é' 
bias eet ; a4 i in ee id ‘ J \ 
roe ey See ig 2 4 
7 Wega vm ae . : ie 
ea — tale F 
e . 7 i a 
ie a de 
ee es - ee <mpeatantciseiitaenen pe 
i ae i ae tee , 
eee : . 
oe ae 4 Shas 
an MARK(T Sigal 7 | 
fish A ‘7 LL —— i ij —— gt 
rs i _ as . = . ak 
fee pe es mae oe ~{ y 
ee i he en ea 
eras. te & 
ai , rain 4 "3 are _ na 
ae: \ —— “ide woe ee - By * 
3 “w yg 
A ee ‘ — = oe < 
: ° “ ™y i ie - 
mabe. 4 . . 
ae He : . Wien, 
ee , } <i : ta eis 
Wy 4 ag 3 a ee 2) —_ we. ! 
ene y i o ae oo eee ee eae . 
ees <—g vat ia sarot i anaee pee Se nn tad Bae 7 
eee . ~ } : — Po ee ie nla rac ge 
a i SS See Pee MN a 
Lae , ee ‘ ae ii . pret cn ane 
vk Sa a ‘ i : a 8 OR 4 . 
it Po um *% , ae 7 ae 4 lg eR i " ys - 
eee : , ' oe GO TP a: E Bien See Ms ee 
by th, y p ipa we? _ a eke *s Seinen ame BR ye oo 
yea r gr t. ZZ “a _ ? po hey ee 
ee . wy Pe rise ~~ fa i. — ere 
ee Se a6 aes . oS a oe me 
es | wt a Fo | omenareal re ats _; “an a 
es eS 1s Ce eae a pe h . 2 = 
Rives aul an PORE aE hyp EO Taser ct ‘ i ie 
aaa aie Bis ; fo ee aE: +“ nor eas petit on a a yee > 
na aries eng Le OR ee ai PEON ee: at ees a | ak a 
{oh MS A inn Ree SN a : oer eS 
an Sete a Oe = =| ee ee eS RAT * ied St RR en | 
’ vir e ‘ ‘ ite a a ; Ss a a Se th ‘ | 
: - > on ae, Je os ad tana ee Oe wees tet . os ¥ —> ee 
i ee ” 
ee Local know says “Put it in the MUSKEGON CHRONICLE 
" . " 
: F | 4 ‘ 4 ters 
ae | 
5 
> 
pete 
ie ee 
—— ee aii a parm nts Rte ait i A age rk. ee a ae POE pi: Ee sas faicngetl Pn Lig a a es See pea RN i eligi ae ac SR a pee aE ees Cords x ee tog Ce ee een 
Bee 9s ee 2 ea ee Seige : ths es. a a ne ee er eee et Sere ee ee ee a sapere eceuterr ss... ; i agg 
= Fo ag Wee ah oe ts. een eT pat eye: Meee ce a ee rae ee, i NE poeta ae al ip tr et Oe inn at ed : Sak rae ~~ ARES OE iB rab = Paes 3 
a Pets ee a a er re ae ees See ae Pee at eo ee i ag eae ea a aX i ee hae MB aT ek a heer 
AS Be 2 SAR aerial nla agi ag Ng ap tM 1 aE Naw A eee * "oe on Ee ae OR ee et ee eee sO CR ee ag ds er eee dy : Kg yihh MM ag 7 pie. Sasa litege lt 
1 Ree (Peto ee ee ee ee amie ie etn <n a aoa Ne ee as. Oo a Pe a no) en ome nee Ae ee aie Ne ae of aa tie Na ee Pag ecm Oe 


The Bulletin goes home...delivers more copies to more families 


every seven days in Greater Philadelphia than any other newspaper 


For automobiles, accessories, gasoline and oil, the families 
of Greater Philadelphia spend $1,252,573,000 annually! You 
really reach these people when you advertise in their home news- 
paper—The Evening and Sunday Bulletin. And in this newspaper 
you can give your sales messages the added impact and greater 
realism of R.O.P. spot and full COLOR—evening and Sunday 
—seven days a week! 


The Bulletin exerts a powerful influence on the buying habits 
of its readers. Philadelphians like The Bulletin. They buy it, 
read it, trust it and respond to the advertising in it. The Bulletin 
is Philadelphia’s home newspaper. 

Advertising Offices: Philadelphia, 30th and Market Streets * New York, 


342 Madison Ave. * Chicago, 520 N. Michigan Ave. Representatives: Sawyer 
Ferguson Walker Co., Detroit * Atlanta * Los Angeles * San Francisco * Seattle 


In Philadelphia nearly everybody reads The Bulletin 
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The Boston Herald-Traveler 


Represented nationally by GEORGE A. McDEVITT CO., INC., New York + Chicago 
Y philadelphia « Detroit - Los Angeles 


Special travel and resort representative: HAL WINTER COMPANY, 7136 Abbott Ave., Miami Beach, Florida 


Lever Bros. Ltd. Adds Agency 

Lever Bros. Ltd., Toronto, has 
named Cockfield, Brown & Co. 
Ltd., Toronto, to handle advertis- 
ing for a new product, as yet un- 
named. The appointment brings 
the agency into the Lever agency 
group for the first time, but com- 
pany officials said that present 
agency relationships and product 
assignments will not be disturbed 
in any way. 


‘Good House’ Names Enthoven 

Grahame Enthoven, formerly 
with Batten, Barton, Durstine & 
Osborn, has joined Good House- 
keeping, New York, as food mer- 
chandising manager in the pro- 
motion department. 


Devore Named Ad VP 

David G. DeVore Jr. has been 
named vp in charge of advertising 
‘and market research of Drackett 
|Products Co., Cincinnati. Mr. De- 
| Vore, who joined Drackett in 1934, 
was appointed vp in charge of 


sales in 1951. 


Why McCann—Erickson Timebuyer selects 
Crosley WLW Stations for "Death Valley Days" 


"Gooperation — all kinds of it - that's what you get from the WLW Stations. 


Yés, cooperation all along the line from sales representatives, 
from people behind the scenes, from everybody. 
Crosley Station people to help eliminate those 
many complexities associated with today's 
time-—buying. WLW Stations really clean up 
those stubborn-as—a-mule time—buying problems." 


Cheer. B Lirti ze. 


Charles B. Willard, McCann—Erickson 
Timebuyer 


from 
I can always rely on 


ta ® 


McCann—Erickson gets cooperation — and 
so will you and your products on the WLW 

* Radio and TV Stations. So before you buy, 
always check first with your WLW Stations' 
Representative. You'll be glad you did! 


WLW 
Radio 


WLW-T 
Cincinnati 


WLW-C 


Columbus 


WLW-D 


Dayton 


Saies Offices: New York, Cincinnati, Chicago 
Saies Representatives: NBC Spot Sales: Detroit, Los Angeles, San Francisco 
Bomar Lowrance & Associates, Inc., Charlotte, Atlanta, Dallas Crosley Broadcasting Corporation, a division of 
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talent, 
the 


WLW-A 


Atlanta 


Aveo 
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Advertising Age, August 26, 1957 


Coming 
Conventions 


*Indicates first listing in this column. 

Aug. 28-31. Affiliated Advertising 
Agencies Network, annual meeting, Jack- 
son, Miss. 

Sept. 7-10. Mail Advertising Service 
Assn. International, Sheraton Park Hotel, 
Washington, D. C. 

Sept. 10-13. Direct Mail Advertising 
Assn., 40th annual convention, Sheraton 
Park Hotel, Washington, D. C. 

Sept. 11-13. Newspaper Advertising 
Managers’ Assn. of Cana 
nual convention, 
Montreal. 

Sept. 11-14. International Advertising 
Assn., 2nd International Advertising 
Conference in Europe, at Scheveningen 
(The Hague), Netherlands. 

Sept. 17. Magazine Publishers Assn., 
Waldorf-Astoria Hotel, New York. 

Sept. 17-18. National Business Publica- 
tions, New York, regional conference, 
Hotel Plaza, New York. 

Sept. 18-20. National Industrial Confer- 
ence Board, 5th marketing conference, 
Waldorf-Astoria Hotel, New York. 

Sept. 22-25. Second annual Newspaper 
ROP Color Conference, sponsored by 
American Assn. of Newspaper Represent- 
atives, Advertising Agency Production 
Men's Club of Chicago and the Art Di- 
rectors’ Club of Chicago, Sheraton Hotel, 
Chicago. 

Sept. 26-28. Pennsylvania Newspaper 
Publishers’ Assn., annual convention, 
Penn Harris Hotel, Harrisburg. 

Sept. 26-29. Advertising Federation of 
America, Tenth District, El Paso, Tex. 

Sept. 29-Oct, 4. Financial Public Rela- 
tions Assn., annual convention, Edge- 
water Beach Hotel, Chicago. 

Sept. 29-Oct. 4. Newspaper Food Edi- 
tors Conference, Drake Hotel, Chicago. 

Oct. 7-8. National Business Publica- 
tions, Chicago Regional Conterence, 
Drake Hotel, Chicago. 


Mount Royal 


Oct. 10-12. Advertising Federation of 
America, Seventh District, Memphis, 
Tenn. 


Oct. 10-12. Midwest Advertising Agency 
Network, Columbus, O. 

Oct. 11-14. American Assn. of Adiver- 
tising Agencies, western region, Sun Val- 
ley, Ida. 

Oct. 13-15. Irland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

Oct. 14-15. Agricultural Publishers 
Assn. annual convention, Chicago Ath- 
letic Assn. 


Oct. 16. A iated Busi Publica- 
tions, midwest conference, Drake Hotel, 
Chicago. 

Oct. 16-18. Audit Bureau of Circula- 
tions, 43rd annual meeting, Drake Hotel, 
Chicago. 

Oct. 17-18. American Assn. of Adver- 


tising Agencies, central region, Sheraton- 

Blackstone Hotel, Chicago. 

Oct. 17-18. Market Research Institute, 
6th biennial meeting, Leamington Hotel, 
Minneapolis. 

Oct. 17-19. Advertising Federation of 
America, Third District, Norfolk, Va. 

Oct. 21-22. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 27-29. Central regional 
National Newspaper Promotion 
Faust Hotel, Rockford, Il. 

Oct. 28-30. Assn. of National Advertis- 
ers, fall meeting, Chalfonte-Haddon Hall 
Hotel, Atlantic City, N 

*Nov. 1-2. Broadcasters Promotion 
Assn., annual convention, Hotel Shera- 
ton, Chicago. 

Nov. 1-3. Midwest Intercity Conference 
of Women's Advertising Clubs, AFA, Des 
Moines. 

Nov. 10-14. Outdoor Advertising Assn. 

America, 60th annual convention, 


meeting 
Assn., 


of 


| Jung Hotel, New Orleans. 


Nov. 11-13. Southern Newspaper Pub- 
lishers Assn., 54th annual convention, 
Boca Raton Hotel and Club, Boca Raton, 
Fla. 

Nov. 14. Advertising Research Founda- 
tion, third annual conference, Hotel 
Plaza, New York. 

Nov. 19-20. American Assn. of Adver- 
tising Agencies, eastern region, Roose- 
velt Hotel, New York. 

Nov. 22. American Assn. of Advertising 
Agencies, East Central Region, Detroit. 

April 8-12, 1958. National Business Pub- 
lications, spring meeting, The Green- 
brier, White Sulphur Springs, W. Va. 

May 5-7, 1958. Assn. of Canadian Ad- 
vertisers, 43rd annual convention, place 
to be announced. 

June 8-11, 1958. Advertising Federation 
of America, 54th annual convention, Hil- 
ton-Statler Hotel, Dallas. 

June 24-26, 1958. American Marketing 

+» annual convention,. Harvard 
School of Business Administration, Bos- 
ton. 

June 29-July 2, 1958. Newspaper Ad- 
vertising Executives Assn., The Broad- 
moor, Colorado Springs, Col. 


FC&B Adds Hertz Rent-A-Plane 

Foote, Cone & Belding, Chicago, 
has been named to handle adver- 
tising for the Hertz Rent-A-Plane 
System, new subsidiary of Hertz 
Corp. Campbell-Ewald Co. will 
continue to handle car rental and 
truck leasing advertising for Hertz 
Rent-A-Car System, a Hertz sub- 
sidiary. 
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Fastest Growin g 


The daily Free Press is Detroit’s fastest-growing paper—and now 
enjoys the highest circulation in its 126-year history! 


And during recent months Detroit’s only morning paper has made 


greater advertising gains (retail, general, total) than the two 
evening papers. 


For modern marketing in signal, Motor Empire the advertiser’s 
BASIC BUY is the friendly Free Press! 


The Detroit Free Press 
46] ,) 67 DAILY, up 15,432 from a year ago / 507 vl 28 SUNDAY, up 7,007 


REPRESENTATIVES: NATIONAL—STORY, BROOKS & FINLEY; RETAIL—KENT HANSON, NEW YORK 
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Barricks Names Copeland 

Barricks Mfg. Co., Chicago, 
maker of folding tables, has 
named Allan J. Copeland Adver- 
tising, Chicago, to handle the ac- 
count. A business paper campaign, 
a direct mail push and publicity 
to the trade are being planned. 
Burlingame-Grossman Advertis- 
ing was the former agency. 


Department Store Sales... 


Sales Forge 4% Ahead Week of Aug. 17 


Wasuincton, Aug. 22—Depart- 
ment store sales in the week end- 
ing Aug. 17 were 4% ahead of 
sales for the similar week of 1956, 
the Federal Reserve Board report- 


ed today. 

Sales for the four weeks to that 
date were 3% ahead and sales for 
the year to that date were 2% 
ahead. 


Of the 12 FRB districts only 
one shewed a loss—San Francisco, 
3%. Boston and Kansas City re-| 


| 


ported no change. The remaining | 
districts showed gains: New York, | 
8%; Philadelphia, 3%; Cleveland, | 


2%; Richmond, 5%; Atlanta, 3%; 
Chicago, 2%; St. Louis, 6%; Min- 
neapolis, 1%, and Dallas, 2%. 
Breakdown of sales for the dis- 
tricts will be available next week; 
sales for the prior two weeks broke 
down as follows: 


% Change from ‘56 
Week Ending 


Wenda el Post Influente— co nhl a of 
ANNOUNCING THE APPOINTMENT 
Effective September 1, 1957 

0 
JANN & KELLEY inc. 
NEW YORK CHICAGO 
DETROIT ATLANTA 
LOS ANGELES SAN FRANCISCO 
National Advertising Representative 
COAST TO COAST 
e Topeka Daily Capital 
MORNING AND SUNDAY 
STAT E23 JOURNAL 
g 
THE KANSAS CITY KANSAN 
EVENING AND SUNDAY 
STAUFFER PUBLICATIONS NEWSPAPERS 
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Department Store 


Sales Barometer 


Change from 1956 


+4% 


Week Ended 
Aug. 17, ‘57 


Jan. 1, ‘57 to 
Aug. 17, ‘57 


+4 
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Syracuse 
Philadelphia District .......... 
Metropolitan Areas 
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Wilkes-Barre—Hazlieton .. 
Cleveland District .................. 
Metropolitan Areas 


Columbus ..... 


Pittsburgh 
Wheeling-Steubenville 
Richmond District 
Metropolitan Areas 
, 
Downtown Washington 
ee 
Downtown Baltimore .... 
INNER ctensscsndsinictepenscenceese 
Atlanta District ..................... 
Metropolitan Areas 
Birmingham 
Jacksonville .... 
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Knoxville ..... 
Nashville 
City 
Tampa 
Chicage District 
Metropolitan Areas 
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St. Louis District .................... 
Metropolitan Areas 
Little Rock 
Louisville .. 
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Minneapolis District 
Metropolitan Areas 
Mpls.-St. Paul .................... 

Mpls. and Suburbs 
St. Paul 

Cities 
Duluth-Superior 

Kansas City District 
Metropolitan Areas 
Denver 
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St. Joseph 
Albuquerque 
Oklahoma City 
Tulsa 
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or 


San Antonio 
San Francisco District ....... 
Metropolitan Areas 

Los Angeles-Long Beach 

Downtown Los Angeles 

Westside Los Angeles .... 

Sacramento 

San Diego 

San Francisco-Oakland . 

San Francisco City 

Oakland 

Portiand 

Salt Lake City 

Seattle 
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Wax-Sige Results! 


That’s What Advertisers Reach in 


The Sporting News 


: 
: 

‘ 

‘ 

‘ 

: 

‘ 

4 

National Baseball Weekly —St. Louis, Mo. 1 
4 

‘ 

4 

: 

| 
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280,000 Copies Weekly 
With 98% Male Readership 
Lorgest Newsstend Sale of Any Sports Weekly 
: , Published Weekly Since 1886—70 Continvous Years 
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Agriculture Dept. Denies Ad Claim 
by Lawn Product Maker; Okays Water 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, Aug. 22—Contrary 
to ads which have appeared in 
newspapers in various parts of the 
country, the Department of Agri- 
culture says its scientists know of 
no magic cure-all which harassed 
suburbanites can use in the battle 
to keep their lawns green. 

The department disassociated it- 
self from a product called Green 
Plasma, supposedly discovered by 
German scientists and tested by 
USDA. Promoters of the product 
allege it is “the very same type 
wonder treatment” used on the 
Capitol lawn here. 

Their ads promise that users 
who sprinkle a small amount on 
their lawns will never have to wor- 
ry about burned-out lawn nor have 


“to spend time, energy and good | 
money on fast-greening fertilizers | 


and plant foods.” 

In a special announcement, the 
department says its scientists have 
never tested this product and have 
no recommendations regarding its 
use. It adds that its scientists still 


recommend adequate water, plus) 


lime and proper fertilizer when 
needed, as essential in maintaining 
or improving quality of lawn. 


Savings and loan 
associations have 


Builders Seek 
Easier Credit “pproached 
members of Con- 


gress with some new privately pro- 
moted financing plans to pump 
fresh life into the home building 
business. 

One proposal, already incorpo- 
rated in a bill (S. 2791) by Sen. 
John Sparkman (D., Ala.), sets up 
a home loan guaranty corporation 
owned by the savings associations 
themselves. This privately financed 
“FHA” would insure the top 20% 
of each conventional mortgage is- 
sued by a member association, en- 
abling the association to lend as 
much as 90% on a home, instead 
of 70%, which is now the custom- 
ary limit on conventional mort- 
gages. 

As a result, down payments on 
conventionally financed mortgages 
would compete effectively with 
liberal terms currently available 
only to those who qualify for FHA 
or VA, 

A second plan, still being devel- 
oped, seeks to attract new invest- 


Give Something Different! 
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Any Calling Card or 
Personal Signature 
Faithfully Reproduced as 


CUFF LINKS 


Tired of sending the same yt 4 
something refreshingly new! On It metal 
we'll handcraft beautiful Cu Cuff Links or The Bar, 
reproducing any business or calling card com- 
pletely. or any signature or — =~ get Ee treas- 
ep: e for your customers 
Satin Sliver Finish: 


~a., friends. 
LINKS, 


8. Tax included. Gift-boxed. Special 
counts for 30 or more. Will drop ship if desired. 
Allow 2 to 3 weeks for delivery. Order for your- 
self and others. Satisfact Send 
pH. cards or signatures 

y items and whether Silver or 5 
with order unless rated. No C.O.D. please. 


W. N. DRESDEN & ASSOC., Mfrs. 
Dept. 8-5, 179 W. Washington, Chicago 2, Ill. 


ment funds to the housing industry 
by tapping the pension and trust 
funds, which have become major 
sources of venture capital. To 
achieve this, the Savings & Loan 
League talks of the creation of a 
corporation which would obtain 
funds for housing by issuing de- 
bentures or other securities which 
pension or trust funds could buy. 


Anti-trust chief 
Victor Hanson 
reports proudly 
that his staff 
filed 38 new cases since January, 
compared with 29 in the first six 
months of last year, 35 in 1955 and 
23 in 1954. According to his fig- 
ures, the anti-trust division is well 


Anti-Trust 
Is ‘Bargain’ 


on its way to becoming a profit- 
making organization. He reported 
more than $7,000,000 in fines levied 
as a result of its cases in first half 
1957—which means that income 
from fines offsets about half the 
amount the government spends on 
the anti-trust program. 


Civil Aeronautics 
Board said it is 
not going to tol- 
erate any more 
nonsense from airlines which 
habitually fail to complete their 
flights on time. Under a new rule 
issued this week, airlines are re- 
quired to complete at least 75% 
of their flights within 15 minutes 
of the time promised on published 
schedules. Laggards will be re- 
quired to revise their schedules | 
accordingly. 

Unrealistic scheduling practices | 
represent unfair competition) 
against other carriers, CAB says, 


Fly Right, CAB 
Tells Airlines 


as well as an imposition on the} 


traveling public and a serious in- 
convenience to the Post Office De- 


partment. 


Until now, the 
Auto Exhaust tobacco industry 
has been the 


Target of Bill 
chief target of the 


congressional probe of lung can- 
cer. But this week Rep. Paul E. 
Schenck (R., O.) switched the 
spotlight to automobiles, with a 
speech in the House, warning that 
inefficient automobile engines may 
be filling the urban air with poi- 
sonous exhaust fumes which make 
a major contribution to the rising 
cancer rate. 

As a remedy, he introduced H.R. 
9368, banning any automobile 
which produces quantities of un- 
burned hydrocarbons in excess of 
|a Safety standard fixed by the Na- 
|tional Bureau of Standards. His 
| discussion had a degree of authen- 
| ticity behind it, for Rep. Schenck 
was once a chemistry teacher 
| (1917-1919), and his _ business 


automobile servicing business 
(1919-1923). # 


background included a try at the| 


Advertising Age, August 26, 1957 


Grant Appoints Two in 
Detroit, Two in New York 

The Detroit office of Grant Ad- 
vertising has appointed Robert C. 
Mack vp in charge of television 
and radio and Albin F. Yagley me- 
dia director. Mr. Mack has been 
with Grant since 1952. Mr. Yagley 
formerly was with MacManus, 
John & Adams. 

In Grant’s New York office, 
Nancy Beyer, formerly assistant 
publicity director of the Catalina 
division of Julius Kayser & Co., 
has been named beauty and fash- 
ion coordinator of the agency’s 
public relations division, and Tony 
Costanzo, previously automotive pr 
director of the Upholstery Leather 
Group Inc., has been named a pr 
account executive. 


Mason Named to Sandoz Post 
Joseph R. Mason has been 
named marketing manager of the 
pharmaceutical division of Sandoz 
Inec., New York. He has been with 
the organization in the sales de- 
partment since July, 1955. 


At the summit 


In every community, there is always one station at the top. It has achieved 


leadership through excellence in facilities, perfection in programming, and service 
to the community that goes beyond entertainment. 


In Oklahoma City, Montgomery, and Tampa - St. Petersburg, those stations 


are WKY Television System stations—outstanding in their markets, and the 


logical choice for your advertising. 


THE WKY TELEVISION SYSTEM, INC. 


WTVT 


Tampa-St. Petersburg 


WKY and WKY-TV 


Oklahoma City 


Represented by the Katz Agency 


a* 


oe 


pioneering 


color TV 


Montgomery 


WSFA-TV 
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ABC Names Harris, Hatcher, 
Moudy to Radio, TV Posts 

Leslie A. Harris, formerly east- 
ern sales manager of ABC Radio, 
has been named to the new post 
of coordinator of national spot sales 
for ABC Television’s owned sta- 
tions. Ralph S. Hatcher, formerly 
a regional manager in the station 
relations department, has been 
named national manager of that 
ABC-TV department. 

Dale L. Moudy has resigned as 
vp of Mid-Continent Broadcasting 
Co., Omaha, to become director of 


special station services of ABC Ra- | 


dio, New York. Mr. Moudy, who 
has served as a trouble shooter 
with the Storz stations, will fill 
the same kind of role with ABC. 
His job will be to provide affili- 
ates with special assistance in ev- 
erything from engineering to re- 
search. 


‘TV Guide’ Names Managers; 

Green Moves to Chicago 
Robert Sanders, formerly man- 

ager of the Georgia edition of TV 


of the magazine’s Lake Ontario 
edition. He succeeds James Green, 
who has been named regional man- 
ager in Chicago. 

Other Guide changes include: 
Phil Coggins, formerly a circula- 
tion manager, promoted to man- 
ager of the Houston-Galveston and 
| Dallas-Ft. Worth editions. He suc- 


circulation manager, has been 


edition, succeeding Lee Salberg, 


ager in Davenport, Ia. 


CBS Reports Income for Ist 
Halt of ‘57 Doubles that of ‘56 
Net income of Columbia Broad- 
casting System, New York, for the 
| first half of 1957 was almost dou- 


period of 1956. The comparable 
figures: $10,199,193 this year and 
, $5,308,990 in ’56. This consolidated 
net provided earnings of $1.33 per 


Guide, has been named manager | 


ceeds Benjamin Miller, who has| 
been named regional manager in | 
Atlanta. Jack Byers, formerly a|Columbia. 


who has been named regional man- | 


bled that for the corresponding | 
‘appointed national representative 


share for this year, against 7l¢ 
per share in the first half of 1956. 

Revenues and sales for the first 
half of this year hit an all time 
high of $186,798,814, an increase of 
7% over the $174,274,387 for the 
same period last year. The big gain 
in profits this year over last is 
partially due to the fact that last 
year’s net income was reduced by 
losses suffered in discontinuing the 
CBS set making division, CBS- 


named manager of the Wisconsin) Wiseman Takes New Post 


Harry P. Wiseman has been ap- 
pointed publicity manager of 
Baker-Raulang Co., Cleveland, a 
subsidiary of Otis Elevator Co. 
Mr. Wiseman was formerly ad- 
vertising manager of Cleveland 
Punch & Shear Works Co. 


KOAT-TV Names Bolling 
Bolling Co., New York, has been 


for KOAT-TV, Albuquerque. The 
station formerly was handled by 
George P. Hollingbery Co. 


To End Co-op Ad Wasie, Westinghouse Unit 
Cuts Dealers’ Use of Media, Places Own Ads 


New York, Aug. 20—Westing- 
house Appliance Sales Corp. found 
a cure for waste and inefficiency 
that infected its co-op advertising 
program up to this year, according 
to Robert Page, assistant advertis- 
ing manager. 

The situation of the New York 
appliance distributor for Westing- 
house Electric Corp. was described 
by Mr. Page, who said that up to 
January, 1957, co-op dollars were 
being wasted through hit or miss 
advertising placed by the West- 
inghouse dealers. 

In January, a program was 
launched by Westinghouse to gain 
copy control, continuity and ma- 
neuverability in its advertising 
and at lower cost per impression. 


® Dealer-placed media had in- 
cluded radio, newspapers, and 
what is known in the appliance 
field as circular advertising. “Cir- 


cular advertising,” covering hand- 
bills and direct mailing pieces, Mr. 
Page described as difficult to con- 
trol and impossible to check. 

As a first step, the distributor 
stopped dealer use of co-op funds 
in all media, except newspapers 
and, in March, was able to place 
schedules on its own in 27 news- 
papers and on three radio stations. 
Radio was cut off from the 
dealers “because with the multi- 
plicity of rate structures, it was 
impossible to be completely cer- 
tain which one was being used,” 
Mr. Page said. 

In placing its own newspaper 
schedule, Westinghouse used pa- 
pers sold on combination rates and 
found this cheaper than bills sub- 
mitted by dealers for a similar 
amount of linage, Mr. Page said. 


@ The advertising taken over by 
the distributor was planned as a 
substantial skeleton of the total 
co-op ad program for the New 
York market. Regulation of the 
dealer-placed portion of the budg- 
et was still a problem. 

Two steps were involved in 
bringing control, continuity, and 
lower cost into this part of the 
budget. 

Prior to giving the dealer a go- 
ahead signal on use of his co-op 
budget, Westinghouse would ana- 
lyze his approximate needs for the 
year and decide the minimum dis- 
count structure he would use in 
charging the corporation. 
Secondly, to eliminate dealer- 
placed ads emphasizing price rath- 
er than product features, West- 
inghouse supplies drop-in mats 
carrying the essential product mes- 
sage. To collect for his ads, a 
dealer must use the mats. 


= Success of the new program is 
evidenced in a planned 100% in- 
crease in the distributor’s own 
schedules over the next four 
months. 

Looking back on the success of 
his distributor’s policy, Mr. Page 
pointed out that if a co-op is not 
regulated, abuses can become so 
rampant, and dealers, in building 
up advertising allowances with 
each purchase, can _ trans-ship 
merchandise to other dealers at 
prices below the original distrib- 
utor’s. # 


The Use of 
Christmas Gifts 
in Business 


In the September issue of ADVER- 
TISING REQUIREMENTS, the edi- 
tors present the 5th annual report on 
Christmas gift-giving practices. 


This informative article is based 
on a unique survey conducted by 
AR through an insert bound into the 
February, 1957 issue. Includes a 
checklist of AR readers’ favorite 
business gifts — and those they like 
the least. 


This report is typical of the un- 
usually-helpful type of information 
you'll find in every issue of AR — 
about every aspect of advertising 
production, promotion and merchan- 
dising. 


Try a year’s service (12 issues) 
beginning with the September issue. 
Just attach this ad to your letter- 
head with $3, and mail today. Your 
satisfaction guaranteed your 

for it. 


money back anytime you ask 
Advertising Requirements 
Workbook of Advertising 


& Sales Promotion 
200 E. Illinois Street, Chicago, Illinois 
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Your commercials have greater impact 
on the Peoria area (Illinois’2nd big market) 
than on New York, Chicago, Los Angeles, 
Philadelphia, St. Louis, San Francisco or 
76 other big TV market areas! Sets-in- 
use actually average 30.4% — sign-on to 
sign-off—one of the nation’s most phenom. 
enal ratings! (ARB Jan., Feb., Mar.,’57) 

And in the Peoria area, one station 
has the top programs, the top power 
(500,000 watts), the top tower (660 feet) 
and the top ratings: 


MITEOUI 
NOW | TOPS. 


: avenace eatines| ‘commarion” 
8? MAIOR TW" MARKETS” eT A 
. Afternoon; 12.1 11.2 87 75 
WITH 30.4 SETS-IN-USE © Evening | 30.1 | 21.5 33 
} (ARB 3/57) 


SCORE! wun 
CHANNEL 
PEORIA, i eemne 
affiliated with PEORIA JOURNAL STAR 
EDW. PETRY & CO., NATIONAL REPS 
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Ads Abroad Must Sell America if They 
Are to Sell U.S. Goods, Says Bernays 


(Continued from Page 2) 
investigations which, with recom- 
mendations, will go to his commit- 
tee and to the U. S. government. 

Mr. Bernays told ADVERTISING 
Ace that his inquiry convinced 
him “that immediate additional in- 
tensified steps need to be taken to 
develop better understanding by 
Englishmen of the true picture of 
America. 


s “Certainly, the advertising pro- 
fession in both countries has an 
obligation to carry forward such 
steps in the public interest and in 
its private interest,” he said. 
“For only if the people of Eng- 
land and the U. S. have a true pic- 
ture of each other can we be as- 
sured that the Anglo-American al- 


America’s magazine for secretaries comes to Indianapolis 
with a promotion that stirs up lots of sales excitement 


“Let's have a really exciting promotion for secretaries!” That's 
what Today's Secretary Magazine suggested last Spring to a group 
of leading Indianapolis stores. And these stores teamed up with 
Today’s Secretary in a secretarial promotion that proved to be one 
of the big sales events of the year in Indianapolis! 


TODAY'S SECRETARY 


Today’s Secretary started things humming with a special issue 
spotlighting attractive Barbara Bobbitt, young secretarial student 
at Indiana Business College. Articles and pictures showed 145,000 


Today's Secretary subscribers how Miss Bobbitt trained to be a 


successful secretary . 


proves that 
secretaries make 
news! 


. the office equipment she learned to use 
... the clothes that our editors selected for her career wardrobe. 


Stationers, Inc., leading Indianapolis stationer, tied in with a 
widely reported secretarial contest and an “Open House” for sec- 
retaries that featured exhibits by Today’s Secretary advertisers. 
And L. S. Ayres and Company, well-known Indianapolis depart- 
ment store, joined forces with Today’s Secretary's editors — to 
plan special store promotions and displays aimed at the secretary. 


This Indianapolis event was the fourth of a series of Today's 
Secretary promotions in leading cities. Once again, Today's Secre- 


tary helped advertisers and retailers cash in on the profitable 
secretarial market. As the only magazine reaching a nation-wide 


all-secretarial audience of over 145,000 paid subscribers, Today's 
Secretary provides advertisers with a unique opportunity to sell 
these active young women in business and in training—who buy 


many things for themselves and have an important influence on 
the choice of many kinds of equipment for the office. 


Barbara Bobbitt, center 
of interest in Today's 


Secretary's promotion. secretarial market. 


Advertisers and Agencies! Phone or write for a copy: of 


Today’s Secretary Magazine and information about the 


Career Girl Window Displays at L. S. 
Ayres and Company were designed 
to catch the eye of the secretarial 
shopper. They showed attractive 
new fashions that had been featured 
in the special Indianapolis issue 
of Today’s Secretary Magazine. 


L. S. Ayres Fashion Showing, in the Tea Room of the well- 
known Indianapolis department store, featured secre- 
tarial student Barbara Bobbitt, Today's Secretary's cover 
girl. Miss Bobbitt modeled styles especially selected by 
our fashion editors for a young business girl’s wardrobe. 


— 


. TODAY'S 
SECRETARY 


Magazine 


330 West 42nd Street, New York 36, N.Y. + LOngacre 4-3000 


“Today's Secretary” Contest spon- 
sored by Stationers, Inc., local sta- 
tioner, and the Indianapolis Times, 
drew 5,000 ballots. Mrs. Jon Reeves, 
contest winner, is shown here with 
M. L. Ober, President of Stationers, 
Inc., at the store’s “Open House.” 


A GREGG- 
McGRAW-HILL 
PUBLICATION 


liance is maintained, and the free 
world and individual freedom pre- 
served.” 

He added that the strength of the 
free world depends not alone on its 
economic, material and military 
power, but also on the belief of its 
peoples in one another. 

Mr. Bernays feels it is a mistake 
to think relations will improve by 
harping on the past. Americans 
will always be impressed by 
Shakespeare, the changing of the 
guard and similar British phenom- 
ena, but these things will not af- 
fect current attitudes, he said. 


® Nor, as things are, can the 
American information services do 
much to eradicate British impres- 
sions that Americans aim to “break 
up the Commonwealth” or that 
“Americans are brash and bump- 
tious.” 

He feels that these attitudes are 
brought about by a combination of 
“frustration feelings” in the Brit- 
ish and distorted conceptions of 
America culled from the press, mo- 
vies and television. 

The frustration, he believes, de- 
veloped from Britain’s diminished 
role in world affairs as a result of 
the great drain that had been 
placed on her resources by two 
world wars. Many Britons still feel 
their country should continue in 
the role of leader even though 
lacking the necessary resources. 

As. to the distorted conceptions 
of America held by Britons, Mr. 
Bernays produced a letter in which 
a Briton admitted many of his 
compatriots thought of the U. S. as 
“solely Hollywood, New York and 
Chicago, with a vague area full of 
gunmen called the West and some 
quaint people called Hill Billies in 
the mountains.” 


s The writer of this letter added, 
“It will take a lot of information to 
eradicate the tragic belief that the 
average American youngster is a 
petty, drinking delinquent; the 
American girl a blond, amoral man 
hunter, and the American male an 
‘Adonis with the morals and intel- 
lect of a prize bull’.” 

Summing up, Mr. Bernays said 
he feels the average Englishman 
gets a completely distorted picture 
of the U. S. from television, the 
movies and the news he reads from 
America. Too many people base 
their views on a personal experi- 
ence with an American or Ameri- 
cans whom they did not happen to 
like, he said. 

Partly because he is resentful of 
America’s powerful position, the 
British man in the street frequent- 
ly disapproves of American policy. 
He sometimes has fears that be- 
cause of her “bumptiousness and 
bigheadedness” America would do 
something that was unsound. 


@ Mr. Bernays added that as a re- 
sult of current pressures on the 
British press to seek circulation, 
press owners were pandering to 
the growing anti-Americanism. He 
said, however, that if the trend of 
feeling were reversed, the press 
owners would then play up pro- 
Americanism—again in order to 
appeal to the biggest public. 

He proposed a number of recom- 
mendations for improving British 
attitudes toward the U. S. Among 
them were suggestions for a joint 
committee for common _ under- 
standing, made up of leaders in the 
communications fields in Britain 
and the U. S.; for joint action by 
the British and American official 
information services, and for the 
encouragement of tourists. 

Mr. Bernays plans to make stud- 
ies in France, Germany and Italy 
similar to the one in Britain. + 
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The exciting story 


wi aie &*, - =e 
* ® 3 4 “ 


of our time... 
| is the exciting story 


of people — 


As man has learned to shrink time and space, his need to know other people has greatly enlarged. 


Today, people urgently seek to understand each other—the mighty and the humble—across 


every barrier of place, emotion and belief. This striving is the exciting story of 


people LOOK is dedicated to recounting ...with warmth, understanding and wonder. And it is this story 


that continues to develop one of the great growth records in magazine publishing history. 


On the following pages, the latest chapter of that record. 
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*CIRCULATION 


Publisher's estimate reveals 


LOOK circulation at all-time high: 


5,290,614, 2nd quarter, 1957 
(biggest quarter in LOOK history) 


5,360,465, last issue, 2nd quarter 
(biggest issue in LOOK history) 


**AUDIENCE 


Study by Alfred Politz Research, 
just completed, shows 
LOOK audience at all-time high. 


Average issue of LOOK reaches: 


1 out of 5 people, ten years 
and older 


1 out of 4 people, age 20-29 


3 out of 10 people with family 


incomes $7,000 or more. 


**ADVERTISING 


Latest available P.|.B. report shows 
LOOK ad revenue at all-time high. 

For Ist 7 months 1957 (vs. 1956), ‘ 
LOOK gains more ad revenue than any ? 
other magazine —up $4,612,662. 


LOOK gains ad revenue in more 
P.|.B. classifications than 


any other major magazine. 
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. Circulation tops 5,300,000: 
),.000, reports Politz.* 

IK leads all magazines in 
onths of 1957:" 


ow—more than ever— : 
people are responding to 
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In Canada 
your best prospects read 
The Financial Post 


Canadas foremost 
business newspaper 


ore than 90% of all Post subscribers and 
newsstand buyers are in business, profes- 

sions, government. 
In business, nearly 8 out of every 10 are man- 
agement men with enormous buying influence 
in all types of business and industry across the 
nation. Their average annual income is more 


than three times the national average for Cana- 
dians.* 


1242 Peel Street, Montreal 2 

West Coast Representatives in the U.S.A. 

Duncan A. Scott & Co., San Francisco & Los Angeles 

*Source: ‘‘Canada'’s Influence group,"’ a study of Post subscriber 
characteristics by Gruneau Research. Available on request. 


Foil-Wrap Bread, 
Reynolds’ Push 
Urges Bakers 


(Continued from Page 3) 


or to other wraps for keeping 
bread fresh. Direct mail to the 
bakers will also be used. 

Point of sales pieces will be used 
in stores to merchandise foil- 
wrapped bread, as well as other 
foil-wrapped foods. 


® Essentially the campaign will be 
an educational one, directed at 
consumers and bakers alike, says 
George DuCharme, manager of the 
baking and milling market of the 
company’s packaging division. He 
points out that less than 1% of 
bread today is packaged in alu- 
minum foil. Reynolds itself cur- 
rently produces printed aluminum 
foil wraps for 13 different bread 
items produced by eight major 
bakeries. 

Asserting that the foil wrapper 


“YELLOW PAGES ARE THE BEST LINK BETWEEN 


NATIONAL ADS AND LOCAL DISTRIBUTION ® toss cara 


Advertising Age, August 26, 1957 


is a strong sales booster, Mr. Du- 
Charme notes that Miss Nineteen 
bread in Ft. Pierce, Fla., enjoyed a 
400% sales gain within three 
weeks after the switch to foil, and 
that other bakeries have reported 
similar sales successes with foil. 

“A frequent complaint of ad- 
vertising agencies with bread ac- 
counts,” says Mr. DuCharme, “is 
that there is nothing ‘new’ to pro- 
mote. But the switch to aluminum 
foil wrap offers a whole new scale 
of promotional themes—prolonged 
shelf-life, greater freshness, better 
taste and vitamin retention. The 
glamorous ‘gleam’ of foil is a tre- 
mendous asset in supermarket 
merchandising,” he adds. 

Agencies for Reynolds are Bu- 
chanan & Co., New York; Clinton 
E. Frank Inc., Chicago, and Zim- 
mer-McClaskey, Louisville. + 


Names Shift, but 
Chicago Agencies 
Total Same: ‘P-D’ 


(Continued from Page 2) 
office last May to service the Pru- 
dential Life Insurance Co. account, 
and St. Georges & Keyes, which 
absorbed K. E. Shepard Inc. 

Missing from this year’s roster 
are such agencies as MacManus, 
John & Adams; Beaumont & Hoh- 
man, which merged its Chicago of- 
fice with Cunningham & Walsh; 
Walker B. Sheriff Inc., which was 
dissolved, with Mr. Sheriff join- 
ing Roche, Williams & Cleary; and 
Ross Roy Inc. 

The number of publishers’ rep- 
resentatives—340—-was the same 
as last year. Station representa- 
tives increased from 52 to 56 while 
the number of transcription pro- 
ducers decreased from 11 to nine. 


® Below is a rundown of the news- 
paper’s figures for agencies and 
other categories over the past five 
years: 
1957 1956 1955 19541953 
261 268 272 259 
Publication reps 340 340 331 332 328 
Station reps S$ 828 HSH FGF @ 
Transcription 
producers .. 9 W W 12 W 
Among the agencies which 
changed names were Weiss & Gel- 
ler, to Edward H. Weiss & Co.; 
Manchester-Williams-Kreer, to 
Manchester-Kreer, and Powell & 
Schoenbrod Co., to Powell, Scho- 
enbrod & Hall Advertising. + 


Peters, Griffin Opens in Dallas; 
Adds KTLA; Appoints Eaton 


Charles Payne, formerly an ac- 
count supervisor with Bloom Ad- 
vertising Agency, Dallas, has been 
named to head a new Dallas office 
of Peters, Griffin, Woodward ra- 
dio-tv station representative. The 
Dallas office is at 335 Merchandise 
Mart. Mr. Payne will handle the 
Peters, Griffin radio list, and Hal 
Thompson, in the company’s Fort 
Worth office, will continue to han- 
dle television. The company has 
been named to represent KTLA, 
Los Angeles tv station. Paul H. 
Raymer Co. formerly handled the 
| station. 

Peters, Griffin also has named 
Seymour (Hap) Eaton, formerly a 
| sales supervisor for NBC Televi- 
sion Films in Chicago, a tv account 
| executive in New York. 
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The Biggest Buy 


says Glenn E. Martin, B. F. Goodrich Tire Ad Manager eens 
ul . 
TUBELESS TIRES 
“We're thoroughly sold on Trade Mark Service in the Yellow Pages of tele- and Used Tires - Retreading - THe some 
Ww. 


phone directories,” says Mr. Martin. B. F. Goodrich has been using this service Met sWHERE TO CALL” 


= 2121 
205NFrokin Henpstd --"~ IWanho 6-2 


erssen Bros Soe pallts -_Roue 3-0589 


for 25 years. Dealers in towns over 10,000 population may now participate. 


Mr. Martin explains “We distribute through so many different types of outlets aeons 
that it is an absolute necessity to use Trade Mark Service to identify them.” ~ NewHydeP arene oy FLoriPk 45419 


Find out how this dealer identification plan can build your sales. Your Trade 
Mark Service representative can supply you with information on buying habits 


in selected regional and national markets to help tailor Trade Mark Service to OLAS CGR GO. SESE Tppt- 


cal B. F. Goodrich listing shows how 
simple it is to find local dealer. 


~REPLER OR 


SELLS FOR DEALERS. Hempstead, N. Y. dealer Niddrie WORKS FOR CUSTOMERS. It’s so easy to find a 
likes the way Trade Mark Service builds sales. B. F. Goodrich dealer—a flip of the Yellow Pages does it. 
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CALDWELL ADVERTISING INC. 


400 NORTH MICHIGAN * CHICAGO 11, ILLINOIS 


20%" FLOOR WRIGLEY BUILDING 
PHONE: DELAWARE 7-7771 


August 26, 1957 


TO: Advertisers and Agencies 


Gentlemen: 


We have secured the rights to film the Paris Automobile Show and 
are here offering first TV network rights in the United States and 
Canada to advertiser or agency. 


The 44th Salon de L'Automobile will be held in Paris, France, in 

the Grand Palais et Parc Des Expositions October 3 - 13, 1957. It 

is the top automobile show of the world at which all automobile manu- 
facturers exhibit more grandly and colorfully than at any other 

show. It is truly international in scope and is a spectacular par 
excellence. 


Opening night, which we will film, is formal and glamorous. Atten- 
dance is by invitation of the Premier of France, issued to world 
notables and celebrities in society, theatre, art, fashion, finance, 
industry and government. 


"First Night At The Paris Automobile Show" will be a 90 minute TV 
spectacular of this brilliant, one-of-a-kind news event. Emceed by 
a top celebrity, it will be an outstanding show in an incomparable 
setting. It will delight the American public whose interest in cars, 
fashions and celebrities is practically insatiable. 


For these reasons (and as there will be no New York automobile show 
this year), we consider "First Night At The Paris Automobile Show" 
an ideal vehicle for the commercial messages of many different kinds 
of advertisers. 


If you are interested, we will be happy to discuss details with you. 


ae ee : 


B. P.(caldwell, Jr. 
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These rich Fox River towns 
extend 8 miles each way from 
Appleton, logically look to it 
as their shopping, service 
and news center. 


KEN E. DAVIS, MANAGER, GEN'L ADV 


...BUY...BUY...BUY! 


The “Fox Cities,” made up of five cities in two counties, 
are not measured in marketing books. But “Fox Cities” 
is a Metropolitan Market, 94% covered by one medium— 
the Appleton, Neenah-Menasha POST-CRESCENT. 
118,480 people comprise this market; and although they 
reside in two counties, they read the one newspaper 
which is FIRST in editorial volume, SECOND in ad- 
vertising linage and covers the THIRD largest City Zone 
Market in Wisconsin, the... . 


APPLETON Post-CRESCENT 


APPLETON, WISCONSIN 


Advertising Age, August 26, 1957 


| Averill Adds ‘AOPA Pilot —_ | Canadians Put 35% 


Ren Averill Co., Pasadena, has 
been named western advertising 
sales representative for the AOPA 
Pilot, Washington, a new monthly 
which will be circulated to 70,000 
members of the Aircraft Owners 
& Pilots Assn. beginning in March, 
1958 (AA, May 13). 


Box Joins WBMS 

John F. Box Jr., vp of the Bar- 
tell Group, has been named general 
manager of WBMS, Boston. Mr. 
Box, with Bartell since 1953, will 
|continue to supervise KRUX, 
|Phoenix, where he was general 
| manager. 


WILS To Jepson-Murray 

WILS of Lansing, Mich., has 
named Jepson-Murray Advertis- 
ing, Lansing, to handle its adver- 
tising account, effective Sept. 1. 


Plans call for national advertising 
in trade publications. 
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A television market is more than a city 


¢ Effective Buying Income is over $1,250,000,000 


Smart advertisers want to tap this market. They do it over WANE-TV 


When you use WANE-TV © Fort Wayne, you sell a television market whose: 


* Total Retail Sales are greater than those of Metropolitan Nashville and Syracuse combined 


¢ Automobile Sales are equal to those of Metropolitan San Diego 


the station 


that now leads in the billion-dollar all-UHF Fort Wayne market. Represented by Petry. 


Sources: 15 County Area ARB 2/57; TV Mag. 3/57; Copyrighted . . . Sales Management 1957 


A CORINTHIAN STAT ION Responsibility in Broadcasting 


KOTV Tulsa* KGUL-TV Galveston, serving Houston» WANE & WANE-TV Fort Wayne- WISH & WISH-TV Indianapolis 


More Time in Radio 
Than TV, Study Finds 


Toronto, Aug. 20—Canadian 

families spend more time with ra- 
dio than with any other advertising 
medium, and 35% more time than 
television families spend viewing 
their tv sets. 
The average Canadian household 
|in a non-metropolitan area spends 
\four hours, 37 minutes daily lis- 
|tening to the radio, as compared 
with three hours, 57 minutes spent 
by the average Canadian family 
in a metropolitan area. 

These facts and others are con- 
tained in a booklet, “A Report on 
Radio Listening in Canada,” pro- 
duced and distributed by the radio 
division of Broadcast Advertising 
Bureau here. The figures are based 
on a time period audience survey 
of radio conducted by the Bureau 
of Broadcast Measurement last No- 
vember in this country. 

Radio listening in 18 metropoli- 

tan areas is based on half-hour 
periods from 6 a.m. to midnight for 
Monday, Tuesday, Wednesday, Fri- 
day, Saturday and Sunday. Radio 
listening in 126 non-metropolitan 
/areas is based on half-hour periods 
\from 6 a.m. to 12 midnight for 
Monday, Tuesday and Wednesday. 
Car radio and other out-of-home 
listening is not included in the 
study. 


® The study discloses that on 
weekdays in city areas, the peak 
listening hours are between 8 a.m. 
and 9 a.m. when 44% of homes 
/are listening; between noon and 
|1 p.m. (42% of homes) and at 
6 p.m. (28%). 
| On Saturdays, peak hours are at 
| 9:30 a.m. (34%), 12:30 p.m. 
| (36%) and 6:30 p.m. (19%). The 
top Sunday hours are at 10:30 a.m. 
| (27%), 1 p.m. (31%) and 6:30 
ip.m. (14%). 
| In rural areas, the peak listen- 
ing hours were nearly identical 
to those in the city areas, but 
larger percentages of homes were 
reached. The heaviest listening 
/hours on weekdays were 8:30 a.m. 
|(51% of homes reached), 1 p.m. 
(48%) and 6:30 p.m. (35%). 
| The peak times on Saturday 
were 8:30 a.m. (45%), 1 p.m. 
(41%) and 6:30 p.m. (31%). On 
Sunday, the most popular listen- 
ing hours were 10:30 a.m. (33%), 
1 p.m. (33%) and 6:30 p.m. (28%). 


s The number of Canadian house- 
holds using radio ranged from 
about 160,000 from 6 a.m. to 7 a.m. 
to about 890,000 from 8 a.m. to 
9 a.m. in the mornings; from 420,- 
000 (3 p.m. to 4 p.m.) to more than 
900,000 (noon to 1 p.m.) in the 
afternoons, and from 110,000 (11 
p.m. to midnight) to more than 
600,000 (6 p.m. to 7 p.m.) in the 
|evening hours. 

| The average family in this coun- 
try spends four hours, 17 minutes 
daily listening to the radio between 
|the hours of 6 a.m. and midnight. 
|The survey estimated that Cana- 
dian families spend. collectively 
nearly 18,000,000 hours per day 
with their radios—40% of the time 
in the morning, 36% in the after- 
noon and 24% at night. + 


‘SEP’ Names Morse, Jacobson 

The Saturday Evening Post, 
Philadelphia, has appointed Edison 
S. Morse, formerly on the Cleve- 
land advertising sales staff, man- 
ager of its corporate industrial 
|promotion department. The maga- 
zine also has named Wendell K. 
Jacobson, previously with Argosy, 
| to its Chicago sales stafgf. 


‘American Builder’ Rates Up 

American Builder, New York, 
\has issued a new rate card effec- 
tive Jan. 1, 1958. New rates going 
into effect at that time include an 
increase in the one-time, b&w page 
!rate from $1,040 to $1,134. 
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Why We Are Here 


Advertising Age, The National Newspaper of Advertising, 
has been developed to meet a definite need. 
Presenting the news of advertising—a business of widespread 
4 interests and ramifications, involving expenditures of two billion 
dollars a year—has never been the primary, exclusive function of 
any advertising publication. 
| That is the task to which Advertising Age will devote itself. 
Each week in these columns will be found the record of events in 
the world of advertising: the news of advertisers, of agencies, of 
publications and other mediums, and the news of general de- 
velopments which affect marketing and hence advertising. 
With an organization which has had fourteen years of suc- 
cessful publishing experience, with a staff familiar with the activi- 
ties and personnel of the advertising and publishing fields, with a 
group of news-gatherers covering not only the chief centers of 
advertising, but the whole country, Advertising Age, The Na- 
tional Newspaper of Advertising, is ready to function. 
We hope to merit the appreciation and good-will of our 
readers and advertisers. 


Reprinted from the first issue of Adverlising Age, January 11, 1930 
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Advertising Age is important to important people 


because it has never swerved from its clear-cut 


function of providing NEWS... 


quickly, accurately, completely. 


)))) There are five essential ingredients in the development of | We have never changed direction. We never expect to. But that 
4 = edlitorial competence in any publishing enterprise. does not mean that we have not changed. Within the basic 
framework of our purpose and our function, we are perpetually 
unsatisfied with what we do, constantly determined to do it 
better. We are convinced we fulfill our stated function better 
now than ever before... and equally certain that a year from 
now our present competence wil! not be satisfactory. 


The first of these is purpose —a clearly defined reason for 
being, a purpose and a mission to which to hew, single-mindedly and with- 
out vacillation. Knowing what you want to do and how you intend to 
accomplish it is important to any human endeavor; in publishing it is 
absolutely essential. 


* * * * . es . . . 
Perhaps that is why Advertising Age is “important to im- 
There has never been the slightest doubt about the purpose and function — portant people’—important to more important people in ad- 
of Advertising Age. That purpose was stated clearly and unequivocally vertising and marketing than any other publication in the world: 
in the very first issue, on Jan. 11, 1930: almost 40,000 subscribers, very nearly 150,000 regular readers. 


**Presenting the news... that is the task to which 
Advertising Age will devote itself. Each week in these 
columns will be found the record of events in the world 
of advertising: the news of advertisers, of agencies, of 
publications and other media, and the news of gen— 
eral developments which affect marketing and hence 
advertising.” 
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PROVES IT AGAIN... 


NOBODY PROMOTES PICNICS 
LIKE THE AMERICAN WEEKLY! 


OVER 50 TOP RN 
ADVERTISERS featured !\ 
in The American Weekly's 
June 23rd Picnic Issue 


RESULTS —The American Weekly gets ’em week after week...and advertisers and 
retailers know it! Proof? Over fifty top advertisers (right) appeared in The American 
Weekly’s June 23rd issue. 30 grocery store product advertisers (starred) partici- 
pated in The American Weekly’s 5th Annual Picnic Promotion. 


*Adolph’s Ltd. (Meat Tenderizer) 
*Anheuser-Busch, Inc. (Budweiser Beer) 
*Best Foods, Inc., The (Mayonnaise) 

Block Drug Company (Poslam) 
*Carnation Company (Instant Milk) 
*Clark Brothers Chewing Gum Company 
*The Coca-Cola Company 

Colgate (Cashmere Bouquet) 

Colgate-Paimotive (Ad) 

Cuticura (Soap & Ointment) 

Dr. Ross’s Dry Bath (for dogs) 

Dr. Scholl's (Zino Pads) 

Doubleday & Cumpany (Books) 
*Duffy-Mott Company (Apple Juice) 

Ex-Lax, Inc. 

Foster-Milburn (Doan’s Pills) 

Gaines (Dog Biscuits) 
*General Foods, Inc. 

(Swansdown Lemon Flake Cake Mix) 

MELROSE Park, ILL. *H. J. Heinz Company 


What’s more, 4600 super markets each devoted an average of 5 hours to installing , 
PORTLAND, ORE. Material received wholeheartedly by store staff : (Beans, Pickles, Condiments) 


the 56-piece promotional display created by The American Weekly. That’s real proof 
of faith in results! 


Did they get them? We asked a cross section of retailers how the promotion paid 
off for them. Read their comments on how quickly American Weekly readers react. 
Here’s conclusive proof that when The American Weekly moves in... products 
move out fast! 


Sr. Pau Woop awn, Oxn10 


Promotion sparked the big week in largest month Tie-in with American Weekly highly successful 


of sales in Fairway Foods 43 years... preseiling ... Material added selling atmosphere to stores. 


done by American Weekly big factor in setting new THe Krocer COMPANY 
sales record, 


Fairway Foops E. J. Stagnaro 
Louis Payin, Ad Mgr. 


Picnic theme huge success... stores estimate ..- 100 per cent follow through in all stores. “Hemp & Company (Little Brown Jugs & Chests) 
very good increases. JeweL Trea Company, INc. *Heublein, Inc. (Grey-Poupon Mustard) 
Wapuams & CoMPANY Tom Jacobson “Hunt Foods, Inc. (Tomato Catsup) 
Harold J. Rosenthal, Director of Sales *Jos. Schlitz Brewing Company (Schlitz Beer) 
*Kaiser Aluminum Foil 
Kellogg Company (All-Bran) 
Kenton Phar. Co. (Brown-A-Tone) 
*Landers, Frary & Clark 
(Universal Vacuum Bottles) 
Lever Brothers (Breeze) 
*Liggett & Myers (Chesterfield & Oasis) 
Mutual of Omaha 
*Nestle Company (Nescafé) 
Norwich Company 
*P. Lorilliard (Kent Cigarettes) 
*Pepsi-Cola Company 
*Philip Morris (Philip Morris Cigarettes) 
*Philip Morris (Marlboro Cigarettes) 
*Pillsbury Mills, Inc. 
(Pillsbury’s Best Flour & Contest) 
Plasti-Liner Company 
Pond’s (Angel Kiss) 
*R. R. Williams, Inc. (Wash-’n-Dri) 
*Sea & Ski (Tanning Cream) 
Shwayder Company (Samsonite Card Table) 
*Squirt Company (Soda) 
Stanback Company 
Sterling Drug (Midol) 
Sterling Drug (Campho-Phenique) 
*Swanson Cookie Company (Archway Cookies) 
Tampax, Inc. 
*United Fruit Company (Bananas) 
*Van-Frank Sales Company 
(Lawry's Seasoned Salt) 


*Wesson Oil & Snowdrift Sales Company 
(Wesson Oil) 


Whitehall Phar. Company (Prep. H) 
*Wishbone Products Co. (Salad Dressing) 


SACRAMENTO 


ALBANY _ Promotional use of material successful with good 
Terrific Promotion . . . Sales Up in All Depart- increase in sales evident. 
— Onema Markets, INc. Stop & SHop 


W. J. Moore Walter Kassis 


Derrorr DALLAS 


Promotion very successful for King Cole Super Promotion excellent ... sales good .. . thanks 
Markets .. . Picnic items moved well. from all of us. 


RUBEN ADVERTISING AGENCY 7-ELEVEN STORES 
Ruben H. Isaacs Bob Stanford, Ad. Mgr. 
Sr. Lous WICHITA 


Well pleased with holiday week-end sales... Promotional material tops ... complete coverage 
your material helped accomplish this. in sixteen stores ... sales good. 


Tom-Boy Srores THe Krocer COMPANY 
Joseph E. Brenner, Ad. Mgr. Ralph A. Clinton 


IT’S TYPICAL! The American Weekly’s Annual Picnic Promotion is typical of the 
spontaneous sales results this lively Sunday magazine sparks all year ’round. Over 
10,000,000 families now read and rely on it. Shouldn’t they be reading about you? 


Te N WERICAN WEEKLY 


... trusted buying guide for over 10 million families 


THE AMERICAN WEEKLY + 63 VESEY STREET, NEW YORK 7, N.Y. 
ATLANTA + BOSTON + CHICAGO + CLEVELAND + DETROIT +« LOS ANGELES + SAN FRANCISCO 


f . 
ALBANY TIMES-UNION © BALTIMORE AMERICAN © BOSTON ADVERTISER © BUFFALO COURIER-EXPRESS © CHICAGO AMERICAN © CINCINNAT! ENQUIRER © CLEVELAND PLAIN DEALER © COLUMBIA, S. C. STATE 
CORPUS CHRIST! CALLER TIMES © DALLAS TIMES HERALD © (DENVER) ROCKY MOUNTAIN NEWS © DETROIT TIMES * HOUSTON CHRONICLE * HUNTINGTON, W. VA., HERALD-ADVERTISER * KNOXVILLE JOURNAL © LOS ANGELES EXAMINER 
MIAMI HERALD ¢ MILWAUKEE SENTINEL © NEW ORLEANS ITEM © NEW YORK JOURNAL-AMERICAN © PHMADELPHIA BULLETIN © PITTSBURGH SUN-TELEGRAPH © PORTLAND OREGONIAN © ST. LOUIS GLOBE-DEMOCRAT 
ST. PAUL PIONEER PRESS * SAN ANTONIO LIGHT © SAN FRANCISCO EXAMINER © SEATTLE POST-INTELLIGENCER © SYRACUSE HERALD-AMERICAN © TAMPA TRIBUNE © WASHINGTON POST & TIMES-HERALD © WICHITA BEACON 
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HOOPLA—Seattle Seafair Salmon Showboat heralded the approach 

of National Canned Salmon Week Aug. 23-30. The pier welcome 

centered around the arrival of the Alaskan freighter Tonsina with 

a record cargo of more than $13,000,000 worth of canned salmon. 

Here Miss Salmon Mermaid presents a jumbo “can” of salmon to 
King Neptune VIII of the Seafair. 


FOR FIGURING— 
Maintenance peo- 
ple are the target 
of a Steiner Co. 
promotion which 
offers a _ plastic 
pocket-size slide 
rule free through 
adsin busi- 
ness publications. 
Here, Pat Lee 
illustrates Stein- 
er’s “figure your 
savings” theme 
for its line of 
washroom serv- 
ice dispensers. 
Harry F. Port 
Advertising, Chi- 
cago, is the agen- 
cy. 


CHANGES—George H. Shields III (right) becomes 
president and Oakleigh R. French moves up to 
chairman of the board, as Oakleigh R. French & 
Associates, St. Louis, becomes French & Shields. 
Mr. Shields joined the agency last April as a senior 


vp after holding a similar position with Gardner 
Advertising Co. Mr. French, who founded his agen- 
cy in 1931 with one account, will remain active in 
agency operations.. At the same time, the agency 
moved into new offices in the University Club Bldg. 


Michener Anderson 

DRESS ALIKES—Carroll K. Michener, retiring chairman 
of the Miller Publishing Co., Minneapolis, shows 
branch office ad representatives a modernized ver- 
sion of the company’s symbol—the griffin. Looking 
on are Paul Anderson, Minneapolis, James Miller, 


~ 
Ey 
; 


Del Mar Wank 
POSSE—Some determined hombres hammer on “The 
West Means Business” theme for the first annual 
seminar of the Northern California council of the 
American Assn. of Advertising Agencies, Sept. 20, 


Miller Letch French 
New York, Thomas Letch, Kansas City, and Henry 
French, Chicago. The event took place during the 
company’s 75th annual meeting. To commemorate 
the occasion, each staff member was presented with 
a red vest bearing the griffin. 


BUSINESS” 


Ohleyer 
in San Francisco. They are J. (The Draw) Del Mar, 
Four A’s western region exec; Chairman M. (Wild 
Gun) Wank, Wank & Court & Lee; Vice-Chairman 
H. R. (Rawhide) Ohleyer, Ryder & Ohleyer. 


FOOLERS—Despite the billing on the chef's aprons, the menu here 

was lamb—celebrating National Lamb Week. Here Don Ragsdale 

(left) and Bob Martin, past presidents of the Fresno Adclub, get 

ready to serve up a shish kabob barbecue which the adclub put 
on in conjunction with the Central Valley Empire Assn. 
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Yes, you can measure your advertising by cost-per-carload of sales. 


Advertise in Everywoman’s and you talk to known customers 


in known markets who buy known carloads of your product. 


Z In Everywoman’s you can trace the direct effect of your advertising 
on carloads of merchandise sold. Further, Everywoman’s chains 


are among your bigger high profit accounts. 


And the cost of space is lower in Everywoman’s because you are 
not paying for the indiscriminate cost-per-thousand audience 


with its waste circulation and untraceable results. 
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As many other advertisers have learned, you can increase 


your sales by concentrating a larger part of your 


advertising and selling in Everywoman’s 116 chains. 


For costs on a tailor-made marketing 
* package for YOU, write: 
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MAGAZINE 


NEW VORK...16 East 40th Street, New York 16, N. Y., MU 9-4757 
CHICAGO...35 E. Wacker Drive, Chicago, Ill., RA 6-O802 


SAN FRANCISCO... Whaley-Simpson Company, 55 New 
Montgomery Street, San Francisco, Calif., SUtter 1-4583 


LOS ANGELES... Whaley-Simpson Company, 6608 Seima 
Avenue, Los Angeles, Calif., HOllywood 3-7157 


GETS RESULTS IN THE FASTEST-GROWING CHAINS 


(116 chains whose dollar volume has grown from 27/2 billion to 5.3 billion in 6 years!) 
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Webster’s New 


Collegiate Dictionary 
set the pace for us... 
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or occasion; material, $0 C06e 45 ass0- 
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rei‘te ne (rete), (OF. relique, fr. L. reliquiae, pl 
Now Poetse % corpse. 2. An object venerated 
upe of ite aasociation with « saint or other sacrec 
Bales; residue. 4. A survival; o vestige. 5. A souvenir; 75 F 
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person 


or state of being relieved succor; comfort; ease. 
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work we do for our customers. 
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DAY AND NIGHT SERVICE 
,; RELIABLE 
etchcraft corp. 


315 W. Erie Street, Chicago 10, Illinois 
Telephone: DElaware 7-0033 


‘Dodgers Would Get 
More, Giants Less, 
With Pay-TV: Pulse 


New York, Aug. 20—Pay tele- 
vis.on’s financial prospects look 
good for the Brooklyn Dodgers, 
but not so good for the New York 
| Giants, if the baseball teams move 
| West. 

Pulse Inc. came up with this pre- 
diction after (1) analyzing the 
|incomes of both clubs for the 1956 
season and (2) digesting the find- 
ings of a New York study on view- 
er reaction to pay tv for baseball. 

After mulling over a combina- 
| tion of figures collected from these 
|two sources, 
“The Dodgers would gross about 
$20,000 more per game via toll-tv 
'in Los Angeles than they now do 
in Ebbets Field, while the Giants 
|in San Francisco could earn $10,- 
000 less per game than they now 
average at the Polo Grounds.” 

On the basis of the percentage of 


That's why 

in each of these 
major markets 
more radios are 
tuned to the 
Storz Station 


than to any other 


Where there’s a 
Storz Station 


there’s 


ingenuity 


}. 


MINNEAPOLIS-ST. PAUL... WDGY +1 


Hooper, Trendex, Pulse—all day. 
See Blair or GM Jack Thayer. 


KANSAS CITY... WHB #1 


Metro Pulse, Nielsen, Trendex, Hooper ; 


Area Nielsen, Pulse. 


See Blair or GM George W. Armstrong. 


NEW ORLEANS... WTIX #1 


Hooper, Pulse. See Adam Young or GM 
Fred Berthelson. 


MIAMI... WQAM #1 


Hooper, Pulse, Trendex. 
See Blair or GM Jack Sandler. 


LING ‘TO 


WDGY Minneapolis St. Paul 
WHB Aansas City 
WQAM Miami 


REPRESENTED BY JOHN BLAIR aco. 
DD STORZ, PRESIDENT 
WTIX New Orleans 


REPRESENTED BY ADAM YOUNG INC. 


Pulse forecast that | 
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TRIBUTE—To increase company pres- 
tige among engineers, Norden- 
Ketay Corp. is running a series 
of “testimonial” ads like this one 
which runs next month in Business 
Week, Fortune and _ Scientific 
American. Moore & Co., Stamford, 
Conn., is the agency. 


New Yorkers who said they would 

|pay 25¢ to see a fee-tv baseball 
game, the radio-tv research com- 
pany figured that the Dodgers 
could draw $54,500 per game on 
pay tv in Los Angeles (the take 
per game would go down to $22,500 
per game if the price were $1 per 
| tv home). The $54,500 would be a 
notable increase over the $34,700 
| per game which the Brooklyn club 
averaged in 1956 from the com- 
bination of paid admissions and 
radio-tv rights fees to sponsors. 


| 

|@ Still using the New York survey 
as a guide to public acceptance, 
Pulse figured that the Giants could 
average $12,100. This is a good deal 
less than the $22,500 the Giants 
took in per game in 1956 from ad- 
missions and radio-ty rights. 

If the clubs move west and pay 
tv doesn’t enter the picture, Pulse 
figures that both the Dodgers and 
the Giants may gross less than they 
did in New York. This is how Pulse 
arrives at that conclusion: 

“The Dodgers now get $888,000 
for radio and tv in New York and 
wouid probably get about half this, 
since Los Angeles is half the size 
of New York. Similarly in San 
Francisco, the Giants would prob- 
ably receive about one-fourth of 
the $730,000 they get for radio and 
tv in New York because Gotham is 
four times as large a tv market as 
is the home of the Cow Palace. 

“Thus assuming that attendance 
is on par with New York, the 
Dodgers in Los Angeles would 
gross an average of $29,000 per 
game for both box office and 
broadcast rights, or about $5,000 
less than they do at Ebbets Field. 
Likewise the Giants in San Fran- 
;cisco would gross an average of 
$15,000, or $7,500 less than they 
now do at the Polo Grounds.” # 


Norge Appoints Two 


The Norge division, Borg-War- 
ner Corp., Chicago, has appointed 
|George A. Lubenow national 
|kitchen appliance merchandiser 
jand James P. Butler national 
|home laundry appliance merchan- 
|diser. Mr. Lubenow formerly was 
|with Gibson Refrigerator Co., 
| Greenville, Mich., and Mr. Butler 
previously was midwestern laun-~ 
dry sales manager of Philco Corp. 
in Chicago. 


General Time Boosts Connell 


E. E. Connell, in the advertising 
| department of Westclox, division of 
|General Time Corp., has been pro- 

‘moted to sales promotion manager 

jin the merchandising department. 
He will direct an enlarged West- 
clox point of sale program, develop 
/new selling tools for distributors’ 
| salesmen and supervise exhibits in 
‘trade shows. 
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CHESAPEAKE & OHIO RAILWAY CoO., 


in 1956, asked its own customers, “What publications 
of all types do you read regularly?” Like dozens of 
other companies making similar studies, Chesapeake 
& Ohio found: Business Week offers more manage- 


oo. 5 oe wears 


ment readership per advertising dollar than any other 
general-business or news magazine. 


Stem oP 


MOST ECONOMICAL 


Mentions (C. & O. Ry. Study) and cost- 
per-mention for the 7 leading general-busi- 
ness and news magazines. 


You’re so right 
when you recommend 


2 SD Sees 


Mentions Cost* =, 
BUSINESS co aa 
Business Week 288 2,740 9.51 
Newsweek 220 5,050 22.95 
W/ an a K U. S. News & World 

Report 188 4,210 22.39 
Fortune 126 3,515 27.90 
Nation's Business 98 3,375 34.44 

(when you want to Dan's Review & Modern 
Industry 33 1,240 37.58 


*12 or 13-time page rate 


influence management men) 


MOST USEFUL 


“Now circle the one publication you find 
most useful in your job.” Mentions (C. & O. 
Ry. Study) for the 7 magazines. 


Business Week 


U. S. News & World Report 37 
Time 36 
Newsweek 17 
Fortune 14 
Dun’s Review & Modern Industry 3 


Nation’s Business 


ADVERTISING LEADER 


For 19 consecutive years, business and in- 
dustrial advertisers have placed more pages 
in Business Week than in any other general- 
business or news magazine. 


Business Advertising Pages—1956 


Business Week 5,598 
U. S. News & World Report 2,607 
Newsweek 2,255 _ 
Time 2,007 2. 
Fortune 1,826 
Dun’s Review & Modern Industry 855 
Nation’s Business 486 


Source: PIB 


A McGRAW-HILL PUBLICATION 
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‘Sa@ in depth of coverage 


Caterpillar Uses 
Spread to Promote 


Latin America Roads 


Peorta, Aug. 20—Caterpillar 
Tractor Co., manufacturer of farm 
and construction vehicles, used 
timeliness to get fullest impact 
from its recent export ad—a color 
center spread on road-building in 
the Aug. 2 issue of Vision, news 
magazine beamed at the South 
American market. 

The magazine, carrying a special 
six-page report on highway con- 
struction, came off the presses as 


In a survey 


REFER TO 


17%. 


Service of Chicago, the question “DO YOU 


PURCHASING FOOD?” 
women. Seventy per cent replied yes. In the 
30 to 44 age group this percentage jumped to 


BATTLE CREEK 


MICHIGAN 


Cereal Food 
Capital of the World 


2 BATTLE CREEK SURVEYS REVEAL... 


MOST HOUSEWIVES RELY HEAVILY ON FOOD ADVERTISING 
APPEARING IN THE ENQUIRER AND NEWS. 


made by Publication Research 


NEWSPAPER ADS BEFORE 
was asked 300 


most helpful. 


For additional details on these surveys, write, General Advertising Dept. 


~ ENQUIRER anv NEWS | 


Member of Federated Publications “ 


In the newspaper’s own survey conducted 
among 648 families, the question was asked, 
“WHAT ADVERTISING IS MOST HELPFUL 
TO YOU IN YOUR FOOD SHOPPING?” 
More than 3 out of 4 (79%) replied that of 
all media, advertising in the newspaper was 


REPRESENTED NATIONALLY BY 
SAW VER-FERGUSON-WALKER COMPANY 


Advertising Age, August 26, 1957 
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CATERPILLAR 


4 


TIE-IN—Caterpillar Co. used the occasion of the Inter-American High- 

way Conference in Panama to run this four-color center spread in 

Vision and Visao. The headline reads: “Unrolling new highways in 
Latin America.” 


the Inter-American Highway Con- 
ference was meeting in Panama. 
Copies were distributed to the del- 
egates. 

The ad carries the headline, “Un- 
rolling new highways in Latin 
America,” and features a picture 
of a Caterpillar bulldozer moving 
earth on a road building project. 
Body copy includes a roundup of 
road building and progress and 
plans in South American countries. 
The copy winds up with a remind- 
er that Caterpillar distributors can 
furnish further information on the 
equipment. 

Information used in the ad con- 
cerning plans for future highway 
construction was given Caterpillar 


concentration 
in the “heart” 


The Cincinnati Times-Star, continuing leader in the 


afternoon field, penetrates the heart of the market, 


gives your advertising “go’’ action in the homes where 


the buying starts. Use the Cincinnati Times-Star that 


delivers more easier-to-read ‘New Look” newspapers 


into the homes of Greater Cincinnati than Cincinnati’s 


Teeth itee 9 
veer? 


a 8 C CITY Tome CrecuaTions s 


7 


Ci 


fA. 
— 


ABC City Zone Circulotion 


other afternoon newspaper. 


mntaStwe— 


Cincinnati's Only Locally Owned 
Locally Edited Newspaper. 


|other stations not in 


by Vision Inc., publishers of Vision 
and Visao, its Portuguese-language 
counterpart distributed in Brazil. 


® This and similar “progress re- 
port” ads are aimed at influential 
people south of the border, accord- 
ing to Jerry Johns, Caterpillar’s 
advertising division copy chief for 
export trade. 

“In the U. S. and Canada we 
make our pitch to the taxpayers 
who approve the bond issues,” he 
said, “but the political picture is 
not always similar in South Amer- 
ica.” 

Caterpillar has developed a 
three-part campaign for its South 
American ads, according to Mr. 
Johns. Ads of a very general na- 
ture—-designed to tell a story—run 
in general circulation magazines 
such as the Latin American edition 
of Reader’s Digest. 

Magazines such as Vision carry 
the second type—ads explaining 
more specifically the part Cater- 
pillar plays in the improvement 
boom. The problem-solution ads 
are the most specific; they are run 
only in South American trade pub- 
lications. 

The four-color spread in Vision 
was the first used by Caterpillar 
since last year, when the company 
reported, in an ad, on the St. Law- 
rence Seaway. The ad told of the 
company’s part in this “greatest of 
engineering projects on the contin- 
ent.” 


= Most advertisements to the Latin 
American market have been page 
units, devoted to such projects as 
construction of railroads and air- 
ports, as well as roads, Mr. Johns 
said. Because of the road building 
boom, future ads will emphasize 
this type of construction, he said. 

A similar growth campaign 
was begun in Canada in January 
for Caterpillar’s important export 
trade, and is devoted largely to ads 
featuring highway construction to 
take note of that country’s road- 
building boom. 

N. W. Ayer & Son, Chicago, han- 
dles advertising for Caterpillar’s 
non-farm equipment. # 


KGBX Agrees to FTC Order 

The Federal Trade Commission 
has announced that KGBX, Spring- 
field, Mo., radio station, has signed 
a stipulation agreeing not to repre- 
sent that it was the first to operate 
in that city, or that it has served 
the city longer than it actually has. 
The stipulation also prevents the 
station from using claims repre- 
senting its relative position with 
accordance 
with the facts. 


300 W. WASHINGTON STREET . CHICAGO 6, Ii. 
PHONE CENTRAL 6-9480 


@) CHICAGO FOOD BROKERS 


COMPLETE DEPENDABLE COVERAGE OF THE CHICAGO manKET 
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Triangle Flies 10 
Agency Reps to Visit 
Johnstown Market 


Attoona, Aug. 20—The radio 
and tv division of Triangle Pub- 
lications set up a one-day airlift of 
agency delegates from New York 
to Johnstown, Pa., for an on-the- 
scene survey of tv coverage in the 
area by Triangle’s WFBG-TV. 

Ten New York-based represen- 
tatives participated in the three- 
plane caravan that departed from 
LaGuardia Airport in the morning 
and returned the same evening. 

Purpose of the tour was to en- 
able media department personnel 
to study the terrain in Blair and 
Cambria Counties, in the WFBG- 
TV coverage area. 

Making the trip were Bob Grus- 
kay, of Ted Bates & Co.; Betty 
Hoder, of Dancer-Fitzgerald-Sam- 
ple; Betty Leckner, of Benton & 
Bowles; Carolyn Posa, of Batten, 
Barton, Durstine & Osborn; War- 
ren Stewart, of McCann-Erickson; 
William Fallon, of N. W. Ayer & 
Son; James Ducey, of Cunningham 
& Walsh; Lucien Chimene, of 
J. Walter Thompson Co.; Don Ross, 
of Sullivan, Stauffer, Colwell & 
Bayles, and Marven Mantonow- 
sky of Kenyon & Eckhardt. 


wl 


Chafee Heads ‘Journal’ 
Henry S. Chafee, formerly Ist | Metca 


;succeeds the late George Pierce Wernick Forms Agency vertising. The agency has been ap- 
lf (AA, Aug. 5). At the same} Saul Wernick Advertising has| pointed to handle advertising for 
vp, has been elected president of time, Thomas F. Black, 2nd vp,|been formed in Minneapolis, with Beco National Sales, Minneapolis, 
the Providence Journal Co., pub- | was named Ist vp. A replacement | offices at 2212 Foshay Tower. Mr.|and National Heater Co., St. Paul, 
lisher of the Journal-Bulletin|for the 2nd vp spot has not been | Wernick formerly was an account| and public relations for Insulation 
newspapers, Providence, R. I. He | announced. executive with Bolin-Smith Ad- | Engineers, St. Louis Park, Minn. 


SAN DIEGO- 
YOUNG GIANT MARKET 


1956 Building Material, 


® Roger W. Clipp, vp of the radio} 
and tv division of Triangle, headed 
the group of WFBG-TYV, Triangle, | 
and Blair TV officials accompany- | 
ing the agency representatives. 
Triangle also operates WFIL 
AM-FM-TV, Philadelphia; WNBF- 
AM-FM-TV, Binghamton, N.Y.; 
WNHC-AM-FM-TV, New Haven, 
Conn.; and WLBR-TV, Lebanon, 
Pa. Triangle also owns half of 
WHGB, Harrisburg, Pa. # 


Home Insurance Buys 
Jack Benny Radio 
Show for the Fall 


New YorK, Aug. 20—Home In- 
surance Co. will sponsor Jack Ben- 
ny in a half-hour radio show on 
CBS Radio this fall. The show be- 
gins Sept. 29 in the 7-7:30 p.m. 
Sunday time slot and will be re- 
peats of Mr. Benny’s former shows. 
New shows may be available later 
in the series. 

The client has nothing to add to 
clear up the question of who, ulti- 
mately, has the account. Queried 
by AA, Robinson-Lloyd admitted 
it had forgotten about the six- 
month clause, has not yet decided 
which agency will handle their 
business after Jan. 1. 

The fall program sponsorship, 
an unusual move for an advertiser 
in network radio these days, has 
evoked much interest in the indus- 
try. Albert Frank-Guenther Law 
is the agency. + 


Stone Named Research Head 
Alan Stone has been appointed 
market research manager of Stone 
Container Corp., Chicago manu- 
facturer of corrugated boxes, fiber 
packages and paperboard. In the 
new position, he will establish a 
separate department to expand 
market research activities. Mr. 
Stone’s executive experience with 
the company includes service as 
co-ordinator in sales and purchas- 


sidiary, and as sales service man- 
ager for Stone’s corrugated box 
division. 


Norman Named Ad Manager 
William R. Norman has been ap- 
pointed advertising and sales pro- 
motion manager of American Gas 
Machine Co., Albert Lea, Minn., a 
division of Queen Stove Works. He 
will be in charge of national ad- 
vertising for Scotsman automatic 


ing for W. C. Ritchie & Co., a sub- | 


Lumber, Hardware Sales: 


$56,509,000 


Bigger Than- 


. Columbus, Ohio .... . . $54,850,000 
\ Phoenix, Arizona ..... 52,291,000 
Louisville, Kentucky .... 46,836,000 
New Orleans, Lovisiana. . 43,137,000 
Omaha, Nebraska. .... 42,276,000 


San Diego is the Young Giant Market of the West — 
a growing market, built upon an economic foundation 
as old and as stable as California itself. 


Sell San Diego — at the lowest cost per sale — 
through the 83% saturation coverage of 
The San Diego Union and Evening Tribune. 


Sales estimates copyrighted 1957 Sales 


Management Survey of 
Buying Power. Further reproducti li d 


not 


iN THE U.S.A. 


COPLEY NEWSPAPERS 


15 Hometown" Newspapers covering San Diego, California — 
Northern Illinois — Springfield, Illinois — and Greater Los Angeles... 
Served by the COPLEY Washington Bureau and the 

COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


ice machines and will direct dis- 
tributor advertising programs. Mr. 
Norman formerly was assistant ad 
and sales promotion manager. 
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House Okays Bill 
to Put Full Fiber 
Info on Labels 


WASHINGTON, Aug. 20—The 
House last week gave its approval 
to legislation requiring complete 
disclosure of the fibers used in 
fabrics, apparel, draperies, floor 
coverings and bedding. 

The bill, H.R. 469, applies to all 
fibers, both natural and synthetic, 
the labeling and advertising re- 
strictions which currently apply to 
wool under the Wool Labeling Act 

Legislation of this kind has been 
before Congress for the past six 
years. Support comes from mem- 
bers who feel it will provide useful 
information to housewives, and at 
the same time place the American 
cotton farmer in a more favorable 
competitive position. 


s Some of the sponsors of the bill 
contend cotton farmers and man- 


CHAMPION Sets the Pace in Papermaking 


The close shave that makes 
Champion paper smoother 


Champion’s smoothly finished coated paper gets its 
polish from huge supercalender rolls such as this, here 
being ground to accurate size. Roll surfaces must be 
microscopically smooth, continually inspected, and 
restored before the first sign of wear, in order to assure 
the high quality standards that have earned for 
Champion the leadership of the papermaking industry. 


ie. 


THE CHAMPION PAPER AND FIBRE COMPANY hd 


Atlanta, Dallas and San Francisco. Distributors in every major city. 


| of leadership in papermaking 


CHAMPION® PAPERS 


HAMILTON, OHIO 
District Sales Offices in New York, Chicago, Philadelphia, Detroit, St Louis, Cincinnati, 


d’ Arazien 


Advertising Age, August 26, 1957 


URGENT BULLETIN! 


Rival Dog Food 
Faces Emergency 
As 10-Can-Free 
Giveaway Passes 
Million Mark 


10-City Check Shows 
Inadequate Store Stocks; 
Rival Rushing Shipments 


Refund Coupons, Already in 
Customers’ Hands, To Swamp 
Grocers; Total Still Climbs 


CHICAGO = 6/16/57 - 9:05 an ——~ 
RIVAL MANAGEMENT CONCERNED OVER 
UNANTICIPATED FLOOD OF DOG GwNERS 
BUYING 20 CANS TO GET 10 CANS FREE 
= RAN LO-CITY CHECK THIS WEEK ON 
STORE STOCKS IW RivAL MARKETING 
arta. 


BECAUSE OF HEAVY BUYING IN ——  ———, 


PRATIPLES TO GET 2 


SPECIAL—Rival Packing Co. gloats 
over the success of its 10-for-20 
dog food promotion in this “bul- 
letin” in the current Supermarket 
News. Ad urges retailers to stock 
up and “avoid disappointing cus- 
tomers.” McCann-Erickson, Chica- 
go, is the agency. 


ufacturers of high quality synthet- 
ics suffer unfair competition from 
fabrics which use cheap synthetics 
to obtain the same surface char- 
acteristics as better fabrics. 

They say cotton interests and 
manufacturers of high grade syn- 
thetics will be able to promote 
high-quality fabrics more effec- 
tively once the fabrics are fully 
labeled so that the housewife can 
be informed of the qualities which 
she can expect from various mix- 
tures of fibers. 

Under the bill fiber content of 
all fabrics must be disclosed on the 
label. Claims made in advertising 
must be consistent with the in- 
formation provided on the label. 

Enforcement of the bill would 
lodge with the Federal Trade Com- 
mission. 

Similar legislation has been in- 
troduced in the Senate, and is 
awaiting the attention of the Sen- 
ate interstate commerce commit- 
tee. = 


Checker Cab May Market 
Taxi as Passenger Car 

Checker Cab Mfg. Corp., Kala- 
mazoo, Mich., may sell some of 
its standard size cabs as private 
passenger cars, and may, in addi- 
tion, enter the small car field with 
a new automobile. Morris Markin, 
Checker president, said the moves 
have been suggested to the com- 
pany by favorable reactions to 
limited purchases of Checker cabs 
last year for family use and by a 
high rating given the vehicle by 
a national magazine which tests 
products for consumers. 

He said the taxi conversion 
model would sell for $2,084.50, 
f.o.b., Kalamazoo. The taxi has a 
120” wheelbase and a 90-horse- 
power Continental engine. 


North Adds Volkswagen 

World Wide Automobiles Corp., 
New York, eastern distributor for 
the Volkswagen car, has appoint- 
ed the New York office of North 
Advertising to handle its adver- 
tising. World Wide handles dis- 
tribution of all Volkswagen cars, 
trucks, parts and accessories in 
New York, New Jersey, Pennsyl- 
vania, Connecticut and Delaware. 
Cole, Fischer & Rogow formerly 
handled the account. 
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Canada Cuts Ad Pie 
in Smaller Chunks 


in Agency Switches 


Ortawa, Aug. 20—Following the 
switch of Canada’s $1,200,000 Trav- 
el Bureau account from Cockfield, 
Brown & Co. and its division among 
three other agencies (AA, Aug. 12), 
the Progressive Conservative gov- 
ernment continued its account 
shifting last week. 

Instead of four pro-Liberal 
agencies sharing the bulk of the 
government’s advertising outlay, 
the new lineup includes 14 agen- 
cies—none of which will get as 
much as half of what the top agen- 
cies got under the Liberals. 

The major losers, besides Cock- 
field, Brown, are MacLaren Ad- 
vertising and Walsh Advertising, 
both of Toronto, and Ronalds Ad- 
vertising, Montreal. The “big four” 
had split an estimated $3,500,000 in 
billings. All that’s left among them 
is the 1957 fisheries account, which 
totals only a few thousand dollars, | 
retained by MacLaren. 

Agencies named by the Progres- | 
sive Conservative government in-| 
clude McKim Advertising, Locke- | 
Johnson, Foster Advertising and 
F. H. Hayhurst Co., all of Toron- | 
to; O’Brien Advertising, Vancou- 
ver; Burns Advertising and Har- | 
old Stanfield Ltd. both of| 
Montreal. Their individual billings | 
will range between $300,000 and 
$500,000 a year, it is reported. 


# Also, according to reports, some | 
of the accounts will be parceled | 
out among a group of agencies in- | 
cluding McConnell Eastman, J. J. | 
Gibbons Ltd., E. W. Reynolds Ltd., | 
James Lovick & Co., Baker Adver- 
tising Agency and Spitzer & Mills, 
all of Toronto; Ellis Advertising 
Co., Niagara Falls, Ont., and Rus- 
sell T. Kelley Co., Hamilton. 

At the same time, ministers, led | 
by former advertising executive | 
William Hamilton, are seeking to 
cut down the government’s adver- 
tising outlay for this year. Post- 
master-General Hamilton said here | 
last week he is “hopeful” some cuts | 
can be made and that he intends to | 
try to effect some cuts within the 
current fiscal year, which ends 
March 31. 

However, much of the federal | 
government’s advertising—a total 
of about $4,500,000—has already 
been placed. 

Mr. Hamilton heads a committee | 
of Progressive Conservative min- | 
isters who are believed to have, 
been largely responsible for the} 
wholesale shifts in agencies in the, 
last weeks. 

Mr. Hamilton was general man- | 
ager of the Advertising & Sales | 
Club of Montreal prior to his elec- 
tion to Parliament in 1953 when he 
became advisory director. Upon his 
appointment to the cabinet he re- 
signed. 


# While Mr. Hamilton would not 
elaborate on details of the proposed 
cuts, it is reported that for the 
present they would apply only to) 
actual government departments | 
and not to Crown-owned corpora- | 
tions. (Crown corporations answer 
in Parliament to various ministers 
but function more independently 
than actual government depart- 
ments.) 

Some of these, including Canadi- 
an National Railways and Trans- 
Canada Airlines are heavy ad- 
vertisers. CNR alone spends well 
over $1,000,000 a year in adver- 
tising. 

Some of the agencies getting the 
government business have been 
closely identified with the for- 
tunes of the PC party. Executives 
of two among those getting major 
accounts were top party strategists 
in the election which led to the 
June 10 change of government. 

The “big four” losers were all 
identified in some degree with Lib- 


H. E. Kidd, Cockfield vp, is gen- 
eral secretary of the National Lib- | 
eral Federation. + 


Cunningham & Walsh Appoints 
Fielder, Belcher, Van Ulk 

Cunningham & Walsh, New| 
York, has named Thomas G. Field- | 
er, formerly with General Elec- | 
tric Co., marketing and merchan- | 
|dising supervisor on the Texas Co. | 
account, a new position. 

Also working on expanded serv- 
ices for the account are John F. | 
Belcher, formerly wiin A. J. Hen- 
derson Associates, merchandising 
coordinator, and Frank Van Ulk, 
formerly eastern manager of the, 
Wine Growers Guild, field mer-| 
chandising manager of the north-| 
ern sales region. 


\ endez b oat ©/nfluent — 
iI 


/ . 
enorme marehe ile grande miypuuenee. 


EVEN IN FRENCH IT'S: “Sell the POST INFLUENTIAL —the mass market of active influence.” 


eral party political publicity. 


This group of mountain-ringed radio 
stations, purchased as a unit, delivers 
more radio homes than any combina- 
tion of competitive stations . . . at by 
far the lowest cost per thousand. 
(Neilsen & SR&D) 


They cover an extraordinarily pro- 
ductive market, which contains 4 of 
the 5 top counties in farm income in 
California, the nation’s leading farm 
state — and has an effective buying 
income of almost $4.3 billion. (Sales 
Management’s 1957 Copyrighted 
Survey) 
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Sacramento, California 
Paul H. Raymer Co., 
National Representative 
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Wi// you share in the 
big merchandising miracle 
of fall ’57 when ‘ 


—_ 


Good Housekeeping Week § 


skyrockets sales 


and traftic in 13 cities? 


M4, 
Guaranteed by @ 
Good Housekeeping 


», Na 
OF AS anveanistd WEES 


ene 
—— 
tan ’ 


~~ 4 
z,, 
« ape. oN 


ri reese ei eee ay A ee 8 oe, gt eb en Mg Ee eet one . oa mes eh °F rae we cle eR a Pehl eater ee eee 
gE be ee i ei. ke RT a: SP a ae RR carer Re tS cee aetna ae: 
a ge Me Beare a as 0 ee a ae 8 a Sg ee ee ie ae a. a. ee ae iene 5 SN a nag tt ee iB free) 
aes ene eae oe A SE ae oe 7S ae Bao Sa aie hae are Pak ae eee eed a ee ee - i Paar, amen -pemeame  oS eiee Ba i ee sakes Braet = ane 
hag a i os et a a aac by aati eit poi Ur eemee eet — en eee ra Rae ooo ca ee, oe Ce ae res a ae ai, a TR cn alee: ae RR: urea Ri. ey tee 
ie Te a ee i i iol a a 24 Ne SR im 9: é aes 5 ocala eee, Peers Tc ae NOES 5 aire Pilaed os See aE eee ek ae ee eae Rc. mmm | ~~ emma a 6s Rd “Pt as 
* mee = ‘ “ a 

a oA 

= 

ta 

old 

was 

ae 

- ’ 
=a 
res 
a 
Oe 
a 

‘ 
aph| 7 

: ee 

; 5 
cia. 
cy i ' 

a ae Pei 
Age : 
‘ oie 4 
ee i 
ae 4 
ve & 
- — 
: ‘ 
ae 
on : 
oe fi 
fee a 
tee r 
; - J 
ae 

care 
Va 
a a 
> Sn area 
ae He 
a , tad 
ee cule Hs, 
Sas SATs 
pee io 
sal : 

Cae a 
m ee : 
es bee ae 
Eat a 
7 i 7 a 
ee a: 
ait ns 

ee" Se ae 

nee : 

ae ce, 

he 

ee ie: neg 
on me 
Ties Be ; ’ ie 
ee oe 
oa aa 

ome s 

mee Ise (4 

e% ie 
| aig moe 
oo ee ae 
ee. +4 8 
a ae 
pia. sae i, 
Pde “< 
eee ~q A _ 
2 a 
eee y 
x3 TT : 
a 
a ace a 
Ra . 
er ee i 
i es. Aen 
een. hs 
aes as at. 
ieee Sei ' , Se ys 
uN y Feeney = 
gee: ors MES ra 
Sem beige . 2 = JNION ws i 
* Pa a ~ ; bars 
By cn rs ; ee 2 ‘ 
Was ' ag ASHEVILLE a 
Rie: ; BD Heray's : Cmaey . ie 
Figs. 4 4h . - Th; [/ . ae 
re * ~~ —_—_— TIMps Hai?” 
Press haa ‘ ; : Cee ‘ ‘ Ng ? as 
a Tre Daas , eee e017 * P 

NEW Bin eel __ beh honing. > | 
. ee F = > ~ my 
j Pe. " . KAR, Ke YINS Ss 
, ae 3s : r . ov 3 = . ’ 
re p ike, “4 if . . ky f 7 . ; 
a eo en - - : " ; } 
Re ‘ae . “a " eee f - ee 
; 0 , . , \ ng a : . f 
a » ; - = ~ ’ 
¢ 0) : > iq rf -. : j . : " r - 
i CEpIN NC OT) |i a: 2 “ a e 
| l eZ, S\ ry aa Re | 

: : i} A} , = fy 7 = / € " 7 i oe, | ew ; 

a /S - r “i * : Lad * Z = c- ey: 4. . es J : 
a 4 = — = . : - a — : | ‘eal . i 
er +5 = - . ~ : a . 4 
we oa, 3 = : > td $ ‘i ~ vie e ¥ ss <e . a 

ae % | > a sot . XQ ‘inne’ 7 id 
ee : “a 7) ni / eS | a . — oo ‘ 
Lie é + 46-2. : , aed , o-, - ae — . iS 

, ap oi %, " : Saw . ae 4 

“a 2 £74 . * J << a SS as. ae 
y ™ is a 4 att ~ nl 7 al s ce, . . | ae 4 % ty 7 ‘ ¢: 7 - 

' igs . - ; ~ oy a s Be 
prided a ; : . : — lie: ir _— — mae 
Sr sien: ~ bis - . i wa 
ic is See a 7 = : , By wi 
a -. < : “ who = 42 
i a ! _- ~ See, ~ +» 2 2s 
Ree a “ - — ba - PS <i 
je Ce oa 
a: — 
oT eee 

— : ‘ , E 3 on ee, ¥ “I oe . i C — : a 2 . 
See ee a ee : ieee fe a a Tie a ee 5 pe AS. aR ve hi cast a ae Soe ey ae a ee ee ee ee Pees ee 
Bs Re rt ik Peni e iutin SisH Ne  SeS A  aca e ie RM C A a tot Pes er i aiagpemesere= 1 UN es Pla a hae wee 
: pe ni eg TS Be) tea Chee ein PMR te ear ee ib hate hh, oy, ee Ra ee =o) @ oo 2 a lic eee, eRe uke : eee te a a pti g ts 
4 ee he eo ea ce a See et ee tele MS ae on Fo ey, a gets a, SO cs Nee eh ents os Biss peat ere Won ngs > mere ae oy oe i i ; aa SS Pape 
; ee ier ge acet n ge aed OM ee Reet ht ee Pe ey gE Eg tne em gg 2h cs 7, ct eee ee eet een Vag SO ee ML gan eee tee. giles Bs hs eee a Feo Oa es a Te 
Pe San ea EP eg ee | ree ENC eh ep aay hop See) Pores Wie ee ae tats | c eaaae Bo ier = egal ee eee IO pie ar See a, i § RCE nde = MM Ree fa ey RS al ee Ry, Oe Gn ee ee 


DOCUMENTED SALES SENSATIONS during the last three years. of Good Housekeeping 
Weeks celebrations offer important proof that every manufacturer who has 

or wants to have the Good Housekeeping Seal on his product can profit by these 
newspaper-sponsored, nationally-promoted, locally-merchandised and 
consumer-supported city-wide sales events! Don’t miss this SIXTH great 

Good Housekeeping Week promotion! 


In Fall ’57, in 13 major markets, all of the great newspapers shown below will 

go to work... each city-wide week will begin with special editorial and 
advertising sections filled with “inside stories” of Good Housekeeping Institute 
and Laboratories . . . advertisements for the great national brands carrying 

the Good Housekeeping Guaranty Seal . . . local retail advertising of these brands. 
It’s a tribute to the selling power of brand names! 


Backing this, every city will have special, proven store traffic-builders . . . special 
events in supermarkets, drug, department, appliance, and specialty stores. . . 
special newscasts on local radio and TV programs . . . activities by local 

high school home economics groups . .. programs in local women’s clubs and 
PTA’s . .. coupons to be dropped in boxes at retail stores for big prize drawings 
all through the week. 


If you’re a truly promotion-minded company with distribution points in any or all 


of these 13 important areas . . . if you make or sell food, floor-coverings, fashions 
or furniture; plastics, perfume, pins or pie plates; apples or appliances. . . if your 
product is used by women or bought by women . . . don’t miss this chance to 


c pinpoint the full selling power of the Good Housekeeping Guaranty Seal on your 
7 product! Alert your salesmen, distributors and dealers in these 13 major 

trading areas. PLAN YOUR ADVERTISING FOR THESE TOP NEWSPAPERS TO TIE IN 
WITH THESE TOP-SELLING WEEKS. Get in touch with us at Good Housekeeping or 
with any of the participating newspapers for full details. 
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A HEARST MAGAZINE, 57th ST. & 8th AVE., NEW YORK 19. 
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HERE ARE THE RANKINGS... 
California Metropolitan 
Markets in order of Retail 
Sales & Spendable Income. 


. Los Angeles-Long Beach 

. San Francisco-Oakland 

. San Diego 
RIVERSIDE, SAN BERNARDINO, 
ONTARIO 

5. San Jose 

. Sacramento 

. Fresno 

. Bakersfield 

. Stockton 
Santa Barbara 


see the man from 


D] Sues Radio Station = 

Tom Clay, former dise jockey of 
radio station WSAI, Cincinnati, 
has filed a $300,000 suit against | 
Gordon Broadcasting Co. Mr. Clay, | 
who was dismissed from the radio 
station July 9, charged the com- 
pany broke a two-year contract in | 
firing him without justification. | 
He also claimed WSAI notified | 
other stations in the area not to| 
hire him. 


Waltz to ‘Consulting Engineer’ 

Consulting Engineer, St. Joseph, | 
Mich., has appointed Donald Waltz | 
sales representative in the Cleve- | 
land office. Mr. Waltz formerly 
was with the Philadelphia Inquirer | 
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Advertising We Can Do Without...No. 22 
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Interested 


Dear Son: 


There are a lot of gooa breweries in Americs. There 
are a number of good breweries in Louisville. The beer 
brewed here in Louisville is fine beer. 


So as you attempt to sell your beer through edver- 
tising, remember you don't have to mislead—i/ your brew- 
ery is sound, if your beer is « quality product. Look for 
facts about your product that will be a credit to your 
client—instead of se» hing the sky for a cute gimmick 
upon which to hang your sales message. 


Son, do you know why we never make wild, un- 
founded claims about our client, Oertel Brewing Company? 
Do you know why we avoid sophomoric gimmicks in 
Ocrtels "92 beer advertising? Because we don't have to 
search for tricks in advertising. We use fects to sell 
Ocrtels 92. 


RIVERSIDE PRESS 
and ENTERPRISE 


10,000,000 lines of 
retail advertising 56 


For example, here are « couple of basic facts, not 
claims, about our client: 


Ocrtel Brewing Company has been in continuous 
operation for 65 years—longer than any other brewery in 
Louisville or in the state of Kentucky. 


¢ 
and Chilton Co. as an advertising | 
sales representative. 
| ’ 


Van Metre Joins Scott 
John Van Metre has joined 
R. Jack Scott Inc., Chicago, as a| 
radio-tv copywriter. Mr. Van Me- 
tre formerly held a similar position | 
at Campbell-Mithun, Chicago. | 


Pe Semen Sl eee et 


In all these years, Oertels ‘92 has been produced by 
the same family. First by John F. Oertel, Sr., the founder, 
and then by his son, John F. Oertel, now president. (The 
numerals ‘92 on the Ocertel label stand for the founding 
date.) 


READ THIS FRIENDLY MESSAGE 
TO ALL ADVERTISING AGENCIES 
REPRESENTING ALL BREWERIES 

oo EVERYWHERE! 


Pr 


Represented nationally by Doyle and Hawley, Los Angeles, 
San Francisco, New York, Chicago, Boston, Minneapolis. 


As a result of this close family control, family manage- 
ment, and family pride in the product, the high quality of 
Oertels '92 has never changed. 


; Remember, Son, you don't stay in continuous opera- 
tion for 65 years, and enjoy successful sales, unless you 
have the know-how. You do it with quality. Quality beer. 


The next time you're in our client's sales territory, 
Son, drink « bottle of Oertels ‘92. I think you'll like it, 


What once was right 
M is now WFONnSG 
in LIMA, OHIO 


Up until July 1, 1957, you bought the one paper 
available in Lima. That was the right thing to do 
because it was the only thing to do. One paper— 
that’s all there was . . . there wasn’t any more. 


Yours for the facts, 


? 


SMART-ALECKY—This six-column newspaper ad which appeared Aug. 
13 in Louisville, is one we can well do without for a number of 
reasons. In the first place, it is signed by Lynch, Hart & Stockton 
Advertising Co., St. Louis, which acquired the Oertel account a 
month or so ago, as “representing” the brewery. In the second 
place, it goes out of its way to question the ethics of all other ad- 
vertising agencies and brewers; in the third place, the “Dear Son” 
approach is just too smart-alecky to be good advertising. 


et eres eR ES eS 


Canadian Radio Sales Dip | 1957, tv sales were 170,672. During 


But over night the newspaper picture changed, and _ Canadian radio sales, which |the same period in 1956, 216,196 
ee . . reached a peak of 54,827 units in| units were sold. 

an aroused community —using in part its own Seu, tanaiedl OME bn O0561 ents be 

money—brought The Lima Citizen into being. In June, the Radio-Electronic Tele- 

th d f TIME M ag shectihe | vision Manufacturers Assn. of Can- George Weston Ltd., interna- 
e words 0 agazine: ... Subscribers ada has reported. But radio sales| tional holding company in food 

jammed The Citizen’s switchboard with calls of |of 254,188 in the first half of the| manufacturing and _ distribution, 

congratulations” on its first issue. And every issue 


|year edged ahead of the 243,271 | has proposed to acquire Somer- 
units for the same period in 1956.| ville Ltd., London, Ont., maker of 
since has been a triumphant one . . . with 92% of the 
homes in Lima now buying The Citizen. 


Weston to Buy Somerville 


Television set sales rose to 21,457| packaging materials, subject to 
|in June, compared to 18,644 sets|shareholders approval. Cost is $6,- 
‘sold in May. To the end of June, ! 350,000. 


Check Lima again . . . and you'll switch. 


CITIZEN 


n local display advertising 


are in advertising 

and the graphic arts, 

and yet they can be 

the toughest critics 

of reproduction. 

In our field, 

good work makes good friends, 
and good friends 

keep us doing good work. 

It's a winning circle. 


in classified advertising 
in circulation* 


Sf in the heart of the community 


a 


me COLLINS, 
Oe ae ae 
HUTCHINGS, INC. 


| AMERICA'S FINEST PH ORC Re RA Rem 


~ e,°2 e ° = we 
The Lima Citizen Publishing Co., Lima, Ohio = ***"'<** "'s "oA 


Represented by Shannon & Associates, Inc., cricoge, new York, Cleveland, Detroit, Atlente, Son Francisce, Hollywood | LETTERPRESS +» GRAVURE 


*First 15-day average, CPA audit: 
24,028 daily, 24,572 Sunday and still growing 
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Beer that tastes good, tastes right “4 
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LYNCH, HART & STOCKTON ADVERTISING COMPANY 7 
Representing O€RTEL BREWING COMPANY, inc. ; 
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NOW... single weekly magazine serves 


nae eS Fay Peg 


RESEARCH AND DEVELOPMENT EDITION 


... 26 issues, every other week. Features wide variety of in- 
formation for ALL within the Original Equipment Market 
who participate in the development of new and improved 
products .. . regardless of industry, function or title .. . techni- 
cal or non-technical. Will render a more complete editorial 
service to design engineers. Will attract new readers who 
influence design decisions . . . originate, suggest, revise and ap- 
prove design ideas involving MATERIALS, COMPONENTS, 
PARTS AND FINISHES. 


all the major interests of men engaged in 
product design, research and development! 


DESIGN EDITION 


_.. 26 issues, alternate weeks. Provides detailed technical 
information for the men who have the FINAL RESPONSI- 
BILITY for:the design and performance of all new and 
improved products ... who make the FINAL DECISIONS 
RELATING to MATERIALS, COMPONENTS, PARTS AND 
FINISHES. 


You advertise in both editions to get your products sug- 
gested .. . specified . . . approved . . . sold-in-depth in the 


Original Equipment Market. : 


THE McGRAW-HILL WEEKLY 


macazine oF Missoni 


duct Engineering 
_ MAKES SALES GRow. 
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Micropoint Pen, Norwood 
Products Name Long Agency 

Micropoint Pen Co., Sunnyvale, 
Cal., has named Long Advertising, 
San Jose, to handle advertising 
and publicity. The company is 
currently introducing a _ pencil- 
style pen manufactured in four 
point sizes and seven colors. 

Long also has been named to 
handle advertising for three prod- 
ucts of Norwood Products Co., Lu- 
verne, Minn. The agency will be 
in charge of Draft King chimney 
caps and Federal filters, both be- 
ing promoted in business publi- 
eations reaching the fuel oil and 
gas markets, and Norwood pig 
savers, to be advertised in farm 
publications. 


Burke Adams Names Five 

Five additions have been made 
to the New York staff of Burke 
Dowling Adams Inc. Anthony Al- 


duino has been named vp and | 


comptroller of the agency with 
responsibility for finance and bus- 


|iness administration. He formerly | 
|was comptroller of Meldrum & 
|Fewsmith, Cleveland. Other ap- 
pointments are Joseph A. Roma- 
nello, formerly with Robert W. Orr 
Associates, market research 
| department; Michael Fleming, for- 
| merly copy chief of Monroe F.| 
Dreher Inc., copy department; 
Alice J. Wolf, formerly with Grey | 
| Advertising Agency, time buyer,| 
land Eleanor Accles, formerly with 
Robert W. Orr, space buyer. 


Bratesman Joins Agency | 

Stuart Bratesman has _ been) 
‘named vp and creative director of | 
Grant & Wadsworth, New York. 
Mr. Bratesman was formerly art 
director and copy manager of Le-| 
ver Brothers Ce. 


Emerson Names Henderson 
Arnold M. Henderson, formerly | 
|assistant to the vp in charge of 
sales of Emerson Radio & Phono- 
|graph Corp., Jersey City, has been 
‘promoted to director of sales. 


| 
| 
| 
| 
| 
| 
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ar RESERVE SPACE NOW! 


. .» first forms close 
October 1, 1957 

. .. last forms close 
October 8, 1957 


MAKE SURE YOUR 
AD IS INCLUDED 


... special features to strengthen 
your automotive jobber sales 


now... and all next year! 


This is one year you cannot afford to miss having 
Jobber Topics Annual Issue selling for your ‘team.’ It 
will be packed with a parade of new products 

and sales aids; sales reports by jobbers and for 
jobbers; authoritative industry statistics plus four 
useful directories of Jobber Members of NSPA and 
MEWA, Automotive Manufacturers and Manufac- 
turer’s Agents and Warehouse Distributors. 


peer readership of this significant issue will be 
igher than ever. The 1957 Annual Issue of Jobber - 
Topics will be packed with vital facts jobbers and 
jobber salesmen must have to sell, stimulate, and 
inform every prospect for your product, service or 
equipment. It’s information like this they look for so 
they can more profitably sell your line. 


Jobber Topics belongs to the automotive jobber — 
and jobbers like it! It has belonged to them for more 
than 35 years. But more important to you, jobbers 
read it! This has been proven time and again 
through the editorial impact and sales leadership 
that only a qualified, experienced publication like 
Jobber Topics offers. Have your Jobber Topics 


representative give you 


all the facts on how the 


1957 Annual Issue can improve your automotive 


marketing program. 


New York 17, N.Y. 
122 East 42nd Street 
P. J. Philpott 

Gordon Horsfall 


N.Y Cleveland 


30, iMinois 
7300 No. Cicero Ave. 
N. McK. Kneisly 
Roy W. Brown 
i. J. Moore 


856 Leader B 
T. J. MeGgilt = 


Les a 57, Calif. 
1800 6th Street 
Robert H. Diebler & Assoc. 


IRVING-CLOUD 
PUBLISHING 
COMPANY 


14, Ohie 


ATARAX 


BRACED 


THE DENTIST 


Denny Dent, D.D.S., whose charm and whose skill 
Have made him a popular {ellow, 

Has attained great success but his problem is still: 
What to do when the kids bite and bellow? 

He soundprools his office, he pipes music in, 

Puts caps on his much bitten fingers, 

Hires three extra nurses to quiet the din, 

But the screaming and scratching still lingers. 

Poor Denny's a wreck with this terrible tension 
And opens a journal to cheer up — 

Then he reads of an aid for the kids’ apprehension: 
One teaspoon of ATARAX Syrup! 

He tries it out soon; the results are outstanding : 
The kids are polite and refined. 

They're cooperative now, and they re never demanding — 
This dentist has found Peace oF mind! 


“Dae teaspoon contains 10 mg. ATARAX calms in about 
filtees minutes. ATARAX Syrup cuppled in pent bottles 
Also, tiny 10 mg. (orange) ond 25 mg. (green) tablets, 
bottles of 100 


@ New York 17, New York 


CHILD-TAMER 
—The Roerig di- 
vision of Chas. 
Pfizer & Co. rec- 
ommends its 
tranquiliz- 
er, Atarax, in 
syrup form as an 
aid for “kids’ ap- 
prehension” in 
this poetic ad, 
scheduled for the 
Journal of the 
American Society 
of Dentistry for 
Children. 


New York, Aug. 21—Olin Math- 
ieson Chemical Corp. is directing 
its fall anti-freeze promotion at 
weekend drivers and others who 
happen to be sitting by their ra- 
dios Friday nights, Saturdays and 
| Sundays. 
| Olin’s fall promotion for its Su- 
jper Pyro and Permanent Pyro 


|anti-freezes kicks-off on NBC Ra- | 


| dio’s “Monitor” Sept. 21. Initially 
'four six-second announcements a 
week-end will be delivered by 
“Miss Monitor,” urging drivers to 
get their cars equipped with anti- 
|freeze well in advance of the 
first real cold winds. 

| 

@ The drive picks up momentum 
the week-end of Oct. 4, when Olin 
| will begin co-sponsoring 24 ““Mon- 
\itor” five-minute weather and 
\temperature features per week- 
jend for three weeks, probably 


‘Miss Monitor's’ Sultry Tones to Promote 
Olin Anti-Freeze on Weekend Weather Spots 


|co-sponsorship of 24 five-minute 
|programs on “Monitor” or switch 
ito individual sponsorship of ten 
| per weekend. 


| 
| 


® Olin also is sponsoring about 
|seven one-minute participations 
on NBC-TV’s “Today” during the 
Sept. 20 to Nov. 1 period. 

Business publication ads also 
|will be used during the period. 
Other promotion activities include 
use of the Olin Mathieson “Have- 
A-Heart” poster, dealer tie-in 
pieces featuring “Miss Monitor” 
and special fall envelope stuffers 
to personalize dealer anti-freeze 
recommendations. Two color mov- 
ies are being offered for sales and 
other dealer activities. 

VanSant, Dugdale & Co. is the 
agency for Olin automotive chem- 
| icals and Batten, Barton, Durstine 
|& Osborn for American Institute 


| with the American Institute of 
Men’s and Boys’ Wear, which 
began a series of “Monitor” weath- 
er spots last week. 

For three weeks beginning Oct. 
25, Olin will either continue its 


of Men’s & Boys’ Wear. + 
| 
Durstine Adds Thermador 

The Thermador division of 
Norris-Thermador Corp., Los An- 
|geles, has named Roy S. Durstine 


J 


If your time-buying formula is: “Let's write an 
anthem and see who stands up and sings,” 
you're bound to have some off-key selec- 
tions. For close harmony, select the sta- 
tion that reaches into pockets where 
$3,034,624,000.00 is stashed for spending 
—select WBNS Radio which is rated first 
by Pulse 315 times out of 360 Monday 
through Friday quarter hours 6 a.m. to 
midnight. 

Ask John Blair. 


WBNS RADIO 


COLUMBUS, OHIO 
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Inc., Los Angeles, to handle its 
advertising, effective Sept. 1. The 
present agency is West-Marquis. 
The account includes all products 
manufactured by Thermador Elec- 
trical Mfg. Co., Los Angeles, and 
the L & H Products manufac- 
tured by A. J. Lindeman & Ho- 
verson Co., Milwaukee. 


Bell Launches Biggest Drive 

William G. Bell Co., Boston, is 
using 63 newspapers, five maga- 
zines and radio-tv to promote its 
two products, Bell’s seasoning and 
Bell’s ready-mixed stuffing, in the 
company’s biggest fall push. Ab- 
bott Kimball Co., New York, is the 
agency. 


Jones Joins David Alber 

DeWard Jones, formerly on the 
publicity staff of American Broad- 
casting Co., has been named man- 
ager of the television publicity 
department of David O. Alber As- 
sociates, New York, public rela- 
tions company. 


IDEA NO. 116 


“Cool Off with SMIRNOFF” 


HEUBLEIN & BRO., Hartford, 
Conn., tells thirsty folks about 
SMIRNOFF VODKA with this 
nice an’ icy window and refrigerator 
streamer. BOB HONER, Asst. Adv. 
Mgr., worked out the attractive 
cool-colored design and Day-Glo 
Red title with GENE MACHI- 
VERNA and BOB SWIKLAS of 
AD-CRAFT DISPLAYS, INC., in 
near-by Bloomfield. Like thousands 
of other display-wise admen, the 

acked up’’ their work wit 
KLEEN-STIK —the ‘“‘almost- 
magic” self-sticking adhesive. The 
moistureless, peel-an’-press strips 
make it easy for Heublein’s dealers 
to identify their “‘Cool-Off’’ head- 
quarters. 


K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S 


| Outstanding 


P.O.P. Ideas — 


I Featuring the World's Most 
i Versatile Self-Sticking Adhesive! 


ee 
j 


"HOTEL ST. FRANCIS 
IDEA NO. 117 


Classy Card for Cable Cars 


| [n picturesque San Francisco, local 
advertising often takes interesting 
| forms. Like this b-i-g promotion for 
the Mural Room of the ST. 
FRANCIS HOTEL. » hotel’s 
agency, HAL 8. DOVER CO., pre- 
pared a series of king-size (27 by 21) 
posters — then had ’em silk-screened 
ym KLEEN-STIK FLEX-STIK 
800. It’s not only self-adhesive for 
quick-change application, but also 
resists weather—ideal for long ex- 
posure on the sides of the famous 
cable cars. Elegant production by 
MARGARE SMITH, of 
POSTERCRAFT CoO., S. F. 


| 
| 
| 


See your regular printer, lith- 
ographer, or silk screen 
eae for more business- 
| building KLEEN-STIK ideas 
...or write on your letterhead 
for our free *“‘Idea-of-the- 


Month”. 


KLEEN-STIK Products, Ing. 


Pioneers in Pressure-Sensitives 
for Advertising ond 


S-M S-M S-M S"H SH S"M S"H SH S*M S*H S-H OS" SH S"H S"H S"H 


bi 


7300 W. Wilson Ave. © Chicago 31, III 
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Popai Names Group 
to Implement Code 
on Ethical Practices 


New York, Aug. 20—A new 
trade practices committee has been 
named by the Point-of-Purchase 
Advertising Institute to implement 
the voluntary code of ethical trade 
practices adopted by Popai last 
fall. 

William Melish Harris, head of 
the point of purchase advertising 
company bearing his name, Green- 
wich, Conn., and eastern vp of 
Popai, will be chairman of the 
committee. 

The committee will report to the 
executive committee as early as 
possible on two immediate objec- 
tives: (1) A study and review of 
cases of alleged infractions of the 
code already reported, and (2) 
proposals for setting up a court of 
review, appeal and arbitration in 
these and other cases. 


® Two major points in the Popai 
code, which make it notable, are 
that members are asked to incor- 
porate in their contracts, orders 
and bids: (1) protection of sup- 
pliers’ interests in creative designs 
to eliminate plagiarism, and (2) 
that members be compensated for 
their creative efforts at least to 
the extent of labor and material 
costs. 

Committee members, in addition 
to Mr. Harris, include: 

George Collons, Kleen-Stik 
Products; Arthur Eisberg, Industri- 
al Lithographic Co.; Albert Hail- 
parn, Einson-Freeman Co.; Cecil N. 
Henschel, Crown Wire Mfg. Co.; 
Robert Kayton, Robert Kayton As- | 
sociates; Murry Koff, Seagram Dis- | 
tillers Co.; Donald J. Lewis, East- 
man Kodak Co.; Jack Murray, 
Hankscraft Co.; Joseph L. O’Con- 
nor, Fuller & Smith & Ross; Samuel 
B. Stein, Consolidated Mounting 
& Finishing Co., and John R. Webb, 
Magill-Weinsheimer Co. # | 


Chicago Ad Execs Elect 

Gerry Shappell, advertising| 
manager of Sealy Inc., has been 
named president of the Advertising | 
Executives Club of Chicago. Other 
officers elected are Budd Gore, 
Chicago Daily News, vp; Virginia | 
Wright, the Fair Store, secretary, 
and Ben Chance, Motorola C&E 
Inc., treasurer. 


Bermingham, Castleman Adds | 

Nova Scotia Food Products Corp.., | 
Brooklyn, has appointed Berming- 
ham, Castleman & Pierce, New 
York, its first agency. Newspapers 
and spot radio will be used to in- 
troduce the company’s new pack- 
aged line of Novie smoked and fro- | 
zen fish products, including both 
staples and delicacies. 


3 Join WTIC-TV, Hartford 

Three men have joined WTIC- 
TV, Hartford, Conn. They are 
Meritt C. Trott, formerly assistant 
sales manager of WBAL-TV, Bal- 
timore; Louis J. Rocke, formerly | 
sales manager, WCAX-TV, Bur- 
lington, Vt.; and Everett L. Mar- 
tin, formerly account executive at 
WSAV-TV, Savannah, Ga. 


Wachtel Joins Sande Roche 


Jack S. Wachtel, formerly mer-_ 
chandising manager of Calvert Dis- | 
tillers Co., New York, has joined 
Sande Rocke Inc., New York, direct | 
mail and offset printer. Mr. Wach- | 
tel joined Calvert in 1949 as as-| 
sistant sales promotion manager. 
He is a son of W. W. Wachtel, Cal-| 
vert president. 


Orr Moves to F&S&R Office 

The Robert W. Orr Associates | 
division of Fuller & Smith & Ross, | 
New York, has moved to F&S&R 
offices at 230 Park Ave. Orr As-| 


sociates became a division of the | 


Chicklis to ‘Nation's Business’ | 
| Theodore C. Chicklis has joined | 
|Nation’s Business as director of! 
| advertising research. He was for-| 
| merly a professor of economics at) 
|Macalester College, Minneapolis. | 
He succeeds Vera M. Lundquist, | 
| who has been named assistant to | 
j}the manager of mail sales in the) 
subscription department. 


Star Names Wesley 

Star Broadcasting Stations has 
appointed Wesley Associates to. 
handle all advertising and promo- | 
tional activities. Previously no | 
agency had the account, which 
includes WBBF, Rochester, | 
WGVA, Geneva, and WTLB, Uti- | 
ca, N.Y. 


Venda o POST INFLUENTE—o mercado 


de grande volume e de influéncia ativa. 


EVEN IN PORTUGUESE IT'S: “Sell the POST INFLUENTIAL —the mass market of active influence.” 


agency on July 1 (AA, July 8). | 


Terre Haute 


INDIANA’S 
2nd LARGEST 
TV MARKET 


251,970 TV Homes 


CBS, NBC, and ABC Television Networks 


TERRE HAUTE, INDIANA 


and RADIO, too! 


BOLLING c¢o., 
tos ANGELES, 


cHICAGO, 
BOSTON 


NEw 
SAN 


yor « 
FRANCISCO, 
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when it’s 


January ee 


ee 72 


NX 


med 


im June or why 


Sounds like a damfool remark. But our new central unit 
air conditioner and humidity control allow brilliant color proofs 


to roll off our four color proof presses during the most humid days. 


To you production men this means meeting last minute schedules on those 
speedy color jobs that break in the summer. (In the past an 
engraver had high humidity as a legitimate excuse to be late.) 
Now instead of smudgy and inky proofs, you will be assured that 
each day of the year you will receive sheets that will be 
sharp, bright, colorful and dry from 


our WET proofs are always DRY! 


Sander Rodkin Adds Three | 

Sander Rodkin Advertising| 
Agency, Chicago, has been named | 
to handle advertising for three new | 
accounts. They are Approved) | 
Products Mfg. Corp., Chicago; the | 
special products division of Pen-| 
tron Corp., Chicago, and Automat- 
ic Food Products, a new division | 
of Cole Products Corp. Approved | 
Products, manufacturer of Apco 
brand oil filters, plan to use trade | = 
publications in its advertising pro- | 2a 
gram, as does Automatic Food| Bese 
Products, maker of Hot Spa soups |_ 
for vending machines. -Pentron| J 
Corp. will use both trade publica- | 
tions and consumer media. 


Hutchings a& Melwille, Inc, | moted to director of radio and tv 


4043 N. Ravenswood Ave., Chicago 13, Illinois 
Phone EAstgate 7-9220 


Skilled operators of the imported Klimsch Process camera — makes the best negatives in the world. | ber. He joined the agency in 1951. which carries out the light, high- 


BSF&D Promotes Traynor 
Norman Traynor has been pro-| UbpsGel <= 


of Brooke, Smith, French & Dor- | rrenosnip—“The refreshment of 


rance, Detroit. Mr. Traynor has | friendship” is the basic theme of 


been serving as manager of the) - ‘ail 
same department since Novem- Pepsi’s international advertising, 


fashion approach developed in the 


a 


4 tert 7 
cart CE 


= 


Last year Canada was the United States’ best cus- 
tomer to the tune of FOUR BILLION DOLLARS. 
And this year that trade promises to be even 
larger. 

This Canadian market is worthy of your highest 
consideration. And where better to advertise your 


a 


BNA means Business Newspapers Association 
—the welded force of over 110 member 
publications—and all Ganadian. 

137 Wellington St. W., Toronto, Canada 


IS THE UNITED STATES’ BEST CUSTOMER 


To sell Canada—advertise 
in Canadian business papers 


U.S. Above ad will run in the Sept. 
16 Life International and the Sept. 
27 Life en Espanol. 


Pepsi-Cola 
Decentralizes 
Overseas Setup 


| Kendall Cites Gain by 
Pepsi Cutting Coca-Cola 
Overseas Lead to 2 to 1 


| New York, Aug. 22-—Donald M. 
|Kendall, newly-elected president 
of Pepsi-Cola International, left for 
Rome last Saturday. Today—if he 
is on schedule—he is touring Pepsi 
outposts in Africa. 

Before leaving, Mr. Kendall put 
into effect a decentralization that 
will result in the establishment of 
six divisional offices on five con- 
tinents. 

Each division will be “a veri- 
table company headquarters, with 
its own sales, accounting and ad- 
vertising personnel,” Mr. Kendall 
said, “and each will be responsible 
for its profits, as well as’ for its 
sales.” 

In an interview with ApveEr- 
TISING AGE two days before he 
left the country, 
Mr. Kendall ex- 
plained that the 
reorganization is 
designed to give 
overseas bottlers 
“more autono- 
my.” 

He told AA he 
looks forward to 
the day—“per- 
haps in five 

Donald M. Kendall years” — when 

Pepsi’s foreign 
sales volume will exceed that of 
the U.S. Pepsi’s foreign sales cur- 

; rently account for about one- 
- - —_— = , | third of total volume, he disclosed. 


~ A 


— 


/@ Pepsi-Cola International, a 
wholly-owned subsidiary of the 
Pepsi-Cola Co., has operations in 
75 countries. Mr. Kendall was for- 
merly vp in charge of marketing 
the parent company. He 


SPOTS? 


. . hot! Fastest, fairest 
service in mid-America for 
TV film spots. Complete 
sound stage studio — full 
time staff —time saving 
teamwork. Send storyboard or 
script for Time-Cost estimate. 


FREE Kileen “Kutie of the 
Month” and “Foto-Facts” 


products than in the publications produced for 
Canadians—by Canadians? | for 


Canadian Business Newspapers are the only pub- 
lications that are read by over 80% of Canadian 
business, professional and industrial men—a fact 
we can prove—just write us! 


kileen studios 
235 East Grehard Boot. 116 
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joined Pepsi in 1947. He succeeded 
Henry M. Winter as president of 
the international company last 
month. 

The six regional divisions cre- 
ated by Mr. Kendall and the men 
who will head them are as fol- 
lows: Europe—Ted Michel; Mid- 
dle East-North Africa-India— 
Pete Stevenson; South Africa— 
Sheldon Wilson; Mexico-Carib- | 
bean—Harry Hambleton; South 
America—Peter Warren; Far East 
—Tony Rump. 

Each of the divisional managers 
will be a vp of the international 
company. With the exception of 
Mr. Rump, who is a native of Ar- 
gentina, all are Americans. Mr. 
Rump is being transferred from 
Rio de Janeiro to Hong Kong. 
Each of the others already is le- 
cated in his area. 

Pepsi, Mr, Kendall told AA, is 
continuing to make rapid strides 
overseas. Of the 162 franchised and 
company-owned bottling plants in 
the international network, almost 
100 have been opened in the past 
eight years. 


® Coke’s overseas lead over Pepsi, 
he said, has now been cut to two- 
to-one. In Mexico the company 
says it now outsells Coca-Cola, 
“plant-for-plant.” Coke, however, 
has more plants there than Pep- 
si’s 30. 

Under the new setup, basic ad- 
vertising policy will continue to 
be set in New York, and the home 
office will continue to service the 
overseas divisions with numerous 
advertising and sales promotion 
materials. These materials are 
quite voluminous and variegated, 
including advertising mats, point 
of sales pieces, sales promotion 
manuals and guides to effective 
public relations programs. 

AA was told last week that 
Pepsi’s international advertising 
expenditures are now running at 
the rate of $14,500,000 a year. Of 
this total, the international com- 
pany spends an estimated $4,500,- 
000; the overseas bottlers contri- 
bute the rest. 


® Kenyon & Eckhardt, Pepsi’s do- 
mestic agency, prepares and places 
advertising for the international 
company, but each overseas bot- 
tler has its own agency in the 
field. K&E’s placement is limited 
to the ads in international publi- 
cations; it gets a fee for prepara- 
tion of ads and other materials 
used locally. 

A long list of agencies handles 
Pepsi accounts overseas, In Mexi- 
co, it is Publicidad Interameri- 
cano; in Cuba, Optla; in Japan, 
Dentsu; in Britain, Colman Prentis 
& Varley; in Venezuela, Corpa; in 
Brazil, J. Walter Thompson Co.; in 
Colombia, Atlas Publicidad; in 
Germany, Hegemann; in Hong 
Kong, China Commercial Adver- 
tising Agency. 

John Rhodes is vp in charge of 
marketing for Pepsi-Cola Inter- 
national, and Fred Fleischmann 
advertising manager. # 


Masonite Launches Fall Push 

An advertising and sales promo- 
tion campaign boosting 4” Mason- 
ite Peg-Board panels, a heavy- 
duty perforated board, has been 
launched by Masonite Corp., Chi- 
cago. Full-color ads in the Sep- 
tember issue of Household and 
October issue of Better Homes & 
Gardens, plus b&w ads in 19 Au- 
gust and September national and 
regional lumber dealer publications 
spearhead the drive. Point of pur- 
chase tie-ins also will be empha- 
sized in the campaign. 


‘Mirror’ Names Canadian 


John Potts, formerly circulation 
director of the Toronto Telegram, 
has been named circulation direc- 
tor of the New York Mirror. He 
succeeds Abram Newman, acting 
director since the death of Charles 
Strehan last year. Mr. Newman 


plans to retire shortly. 


Toogood Names Downtons; 
Set For Fali Campaign 


Toogood & Sons Ltd., London, 
has appointed Downtons Ltid., 
London, to handle its advertising. 
Space has been booked for a fall 
campaign in the London Times, 
Daily Telegraph, Daily Express, 
News Chronicle, Radio Times and 
in the Farmer & Stock Breeder, 
Farmer's Weekly, Gardeners’ 
Chronicle, Amateur Gardener, Pop- 
ular Gardener and the Journal 
of the Royal Horticultural Society. 


‘Lite’ Book Published 

“Life Photographers—Their 
Careers and Favorite Pictures” has 
been published by Doubleday & 
Co., New York. The work of 40 
photographers appears in the vol- 
ume, which sells for $5. 


Jensen Named Copy Chief 

Carl Jensen, formerly a copy- 
writer with Batten, Barton, Dur- 
stine & Osborn, has been named 
copy chief of MacFarland Adver- 
tising, San Francisco. 


If you sell through Industrial Distributors, 
keep their salesmen under “‘full steam” with... 


P.S. And if you don't, 
find out what they can 
do for you. Write for 
new free handbook, 
‘industrial Distributors” 


Industrial Distribution 


A McGraw-Hill Publication (ABC-ABP) New York 36 


The Quotes are from Jack G. Frost of Sarver-Witzerman Advertising, 
in a glowing letter about Mirror-News ad results for client McKenzie Ford: 


“.. . we consider your newspaper to be the backbone of our 


metropolitan advertising effort 


a“ 
“ee 


“... as many as 35 write-ups on a single Saturday, directly attributed — 


to The Mirror-News.” 


“From a close study of the income and occupational characteristics 
of your readers, we have come to the conclusion that your newspaper 
represents the top automobile market in Southern California.” 


From automobiles to hub caps, The Mirror-News audience of 308,594 families 
annually spend $237 million on automotive needs. They also spend $49 million in 
drug stores, $94 million in clothing stores, and $340 million in food stores. 
Whatever you sell, you'll sell it faster to these young families in their 

acquiring years when The Mirror-News comes home. 


FIRST IN HOME-DELIVERED CIRCULATION © FIRST IN TOTAL ADVERTISING VOLUME IN THE LOS ANGELES AFTERNOON NEWSPAPER FIELD 


Virgil Pinkley, Editor and Publisher 


Estimates of average family expenditures in the Los Angeles 
Metropolitan area (1956) adjusted on the Home Audit findings on 
family income and family size for Mirror-News families. 
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August Pages and Linage in Farm Publications 


Current and Year-to-Date Figures for U. S. and Canadian Publications Reporting to Advertising Age 


Commercial Dis- 
play Excluding 
Poultry, Classified 
and Livestock, 
in Lines 
dan.-Aug. Jan.-Aug. Aug. Aug. 
1957 1956 1957 1956 


-—Total Advertising, in Pages——. ————Total Advertising, in Lines———, 
dan.-Aug. Jan.-Aug. Aug. Aug. 
1957 1956 


Farm Magazines 


Capper’s Farmer ..... 48.9 
Farm & Ranch—Southern ‘Agriculturist : 
Southeastern Edition ... 25.5 
Southwestern Edition .. 
Average 2 Editions 
Farm Journal: 
Central Edition 
zEastern Edition 
Southern Edition 
Western Edition 
Average 4 Editions 
Progressive Farmer: 
#Carolinas-Va. Edition .. 
2Ga.-Ala.-Fla. Edition .. 
dKy.-Tenn.-W. Va. Edition 
2 Miss.-Ark.-La. Edition .. 
Texas Edition 
Average 5 Editions 
Successful Farming 


221,546 


122,293 
132,571 
126,302 


363,005 
361,500 
347,426 
377,669 
1,449,600 


HROKD BaASsS BRE Ss 
. SS ae 


CewANCH BHRHON & 


388 


~ 


2,609,521 
# Not included in totals. 


Monthlies 


§Agricultural Leaders’ Digest 
American Fruit Grower .... 
*American Poultry Journal: 
Eastern Edition 
Midwest Edition * 
Southeastern Edition 
Southwestern Edition 
Pacific Edition 
Average 5 Editions 
American Vegetable Grower 
Arkansas Farmer 
Better Farming Methods .... 
Breeder -Stockman 
Breeder's Gazette 
Broiler Growing 
California Citrograph 
California Farm Bureau Monthly 11.6 
The Cattleman 82.8 
Cooperative Digest 43 
County Agent & Vo-Ag Teacher 17.5 
Electricity on the Farm .... 
Farm Management 
Farmer -Stockman: 
Oklahoma Edition 
atTexas Edition 
Average 2 Editions 
Florida Cattleman 
Florida Grower & Rancher 
*Georgia Farmer 
Kentucky Farmer 
Michigan Farm News 
Mississippi Farmer 
Missouri Farmer 
{Nation's Agriculture 
National 4-H News 
National Live Stock Producer 
New Jersey Farm & Garden .. 
Ohio Farm Bureau News .... 
Poultry Tribune: 
ztEastern Edition 
Midwest Edition 
Southeast Edition 
Southwest Edition 
Pacific Edition 
Average 5 Editions 
Southern Livestock Journal .. 
Southern Planter A 
ZtTennessee Farmer & Homemaker 10.8 
Turkey World 34.5 
Western Dairy Journal 
Western Fruit Grower 
Western Livestock Journal: 
Mts. & Plains Edition ... 
Pacific Slope Edition ... 
Wyoming Stockman-Farmer .. 
Total Group 
§ Not published in August. 
editions in 1957 and average 4 editions im 1956. 4 Not included in totals. ¢ Figures shown are for July publication 
and are not included in totals. { July-August issues are combined; not included in totals. 
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102,819 


180,518 
374,694 
241, 740 223,840 


9,388.5 45.000 sia 736 4,167,243 4,533,867 301,308 


147,110 
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Newspaper Monthly Farm Sections 
tlowa Farm & Home Register 17.2 29.0 142.9 
Rural Gravure 4.5 45 47.6 
9. : 120.7 
Wirt 
page im 


173.4 17,292 

70.5 4,485 
162.8 9,380 
“WEF 


145,535 176,873 
47,139 70,634 
120,750 157,416 
313,424 “404,923 
from 1,020-line page to 1,000-line 


Total Group 
* Changed from 1,020-line page to 1,000- ‘ons 
page in January 1957. 


1957. 


Semi-Monthlies 


*American Agriculturist .... 
Colorado Rancher & Farmer .. 
Dakota Farmer 

The Farmer 

Hoard’s Dairyman 

Indiana Farmer's Guide 
Kansas Farmer 

Michigan Farmer 

¢Missouri Ruralist 
*Montana Farmer-Stockman .. 
Nebraska Farmer 

thew England Homestead 


RRSESESES! 
SabESEERE 


3 
= 
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illinois Edition 
Zindiara Edition 
Average 2 Editions 
tPennsylvania Farmer . 
Rural New-Yorker 
Wallaces’ Farmer 
Western Farm Life 
Colorado Edition 
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Commercial Dis- 
play Excluding 
Poultry, Classified 


. . and Livestock, 
-—Total Advertising, in Pages——. ———Total Advertising, in Lines——, in Lines 
Aug. Aug. Jan.-Aug. Jan.-Aug. Aug. Aug. 


Jan.-Aug. Jan.-Aug. Aug. Aug. 
1956 1957 1956 1957 1956 1957 1956 1957 1956 


| Wisconsin Agriculturist & 


. ion shown ‘are “for July-August issues and are not included in as average 5 | 


54.7 616 512.9 606.3 42,896 48,286 402,118 476,281 42,641 47,938 


Total Group 734.7 799.7 6609.9 7,357.6 562,983 612,824 5,064,172 5,640,644 521,166 563,064 
* Figures shown are for July publication and are not included in totals. 4 Not included in totals. ¢ August 1957 
linage is estimated. 


Farm Linage Trend. Fine: in thousands 


MAGAZINES 


1957 
AUS. 
juty (117 | 


1956 
AUG. 


-MONTHLIES 
1957 
Aus. |465 


juty | 445 


SEMI-MONTHLIES BI-WEEKLIES 
1957 1957 
auc. ** 


sy ([] 79 


1956 
** 


WEEKLIES * 
1957 


aus.[] 58 
guy L140 
1 


CANADIAN 
1957 


AUG. JULY 


yune [] 48 


1956 


sury F236 


** August figures not available. * August totals for the Weeklies group are considerably lower because they 
include linage for The Poultryman and the Weekly Star Farmer. 


Bi-Weeklies 


*Arizona Farmer-Ranchman . . 
California Farmer: 
Northern Edition 
Southern Edition 
Average 2 Editions 
*Dairymen’s League News .. 
+ Figures shown are for July and Jan.- 


Weeklies 


Iowa Farm Bureau Spokesman 
The Poultryman: 
National Edition 
New Jersey Edition 
New England Edition .... 
Dixie Edition 
Weekly Star Farmer: 
Kansas Edition 
Missouri Edition 
Okla.-Ark. Edition 
Average 3 Editions 
*Western Livestock Reporter 213.6 


Total Group 62. 334.7 
zt Not included in totals; figures shown are for duly publication. + 


AUG. 


57.5 


539.2 43,520 407,704 405,562 
328,393 
317,989 
323,191 


77,229 


446.2 
418.3 
432.3 
k 101.6 
# Not included in 


39,949 
35,949 
37,949 
9,234 
totals. 


337,310 
316,282 
326,792 

74,134 


Fees é 


we 
ind 


217.2 
133.1 


221.1 38,540 
16,881 
28,434 
21,493 
17,301 


225,076 


120,562 
288,461 
170,600 


36,680 


= 
¥ 


lll 
265.8 
157.2 


11,544 
21,711 
14,267 
11,964 


14,902 
14,392 
14,422 
14,572 
8,806 
45,486 
in August 1956. 
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286,194 
302,456 
19,558 185,794 
58,098 50,900 53 410.870 
Four issues in August 1957; five issues 
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Commercial Dis- 
play Excluding 
Poultry, Classified 
and Livestock, 
in Lines 
July duly 
1957 1956 


-—Total Advertising, in Pages——. ———Total Advertising, in Lines———, 
duly duly  Jan.-July Jan.-July July duly dan.-July Jan.-July 
1957 1956 1957 1956 1957 1956 1957 1956 


| Dailies (July) 


*Chicago Daily Drover Journal 

*Kansas City Daily Drovers 
Telegram 

Omaha Daily Journal- 
Stockman 

*St. Louis Daily Livestock 
Reporter 52.3 
Total Group 237.1 233.6 

* Twenty-two issues in July 1957; twenty-one 


58.6 
61.2 
6L5 


262.3 
253.0 
282.8 


249.2 135,492 124,656 
249.1 122,855 130,198 
271.1 129,383 130,939 


558,180 520,356 40,231 


39,711 


29,736 
538,484 520,134 32,933 
601,778 576,874 41,716 
411,617 399,188 37,369 


991.5 557.0 504,669 497,225 2,109,987 2,016,552 159,027 
issues in July 1956. 


36,634 


22,296 
121,599 


193.4 187.6 116,939 111,432 


Commercial Dis- 
play Excluding 
Poultry, Classified 

and Livestock, 
in Lines 
dan.-Aug. Jan.-Aug. Aug. Aug. 
1957 1956 1957 1956 


-—Total Advertising, in Pages. ———Total Advertising, in Lines———, 
Aug. Aug. Jan.-Aug. Jan.-Aug. Aug. Aug. 
1957 1956 1957 1956 1957 1956 


Quarterlies 
Farm Quarterly 


Canadian (August) 
Country Guide 
Farmer's Magazine 

Total Group 


200.5 ——— —— 80,106 95,053 ——— 


295.8 15,290 19,460 211,610 213,016 15,290 
210.6 5,620 5,792 78,335 90,347 5,553 


506.4 20,910 25.252 “289,545 “303,363 20,843 


19,460 
5,757 


25,217 


Commercial Dis- 
play Excluding 
Poultry, Classified 
and Livestock, 
in Lines 


July July 
1957 


-—Total Advertising, in Pages——. ———Total Advertising, in Lines———, 
July Jan.-July Jan.-July July duly dan.-July Jan.-July 
1956 61957 1956 1957 1956 1957 1956 


Canadian (July) 7 


+Family Herald 509,811 608,267 
‘Farmer's Advocate & Canadian 

Countryman 216,425 234,967 
tFree Press Prairie Farmer .. 743,646 736,383 
Western Producer 393,531 422,608 
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Advertising Age, August 26, 1957 


Nielsen Network TV 
Two Weeks Ending July 13, 1957 


Copyright by A. C. Nielsen Co. 
Nielsen Total Audience* 


TOTAL HOMES REACHED 
} 


Rank Program 
1 All Star Baseball Game (Gillette, NBC) .............cccccccccseseseeesseceenseenenreneenen 
2 Dunemalen Alsnnte & Megraats: CID ss isiss seers cerosecievisccctiichessscoccoresssiegnseastioocss 
3 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
4 re yy, Ce, COIS inncncontedcttcses Digs cence dsegghisbhaceoctiappielianions 
5 I've Got A Secret (Winston cigarets, CBS) ...........:.:ccccmsssssessenrsessereeenenenees 
6 Per Te STII, GID bisercstecicdsiesesseseseice sovenvenzssiscstencstsoninarnenin 
7 Alfred Hitchcock Presents (Bristol-Myers, CBS) ..........ccccccccssceseeeeerennenrens , 
8 The Lineup (Brown & Williamson, Procter & Gamble, CBS) .................... 10,035 
9 20th Century-Fox Hour (Revion, CBS) ..........00 eenresnnencensecsesencsscsensasssoons 9,954 
10 What's My Line (Helene Curtis, Remington Rand, CBS) ...........cc00cccreee 9,874 
PROGRAM POPULARITY+ 
Homes 
Rank Program (%) 
1 All Goer’ Becalell Geeane CTI, DD ccecccsesestecensrscostcnccesconsscsscsnscctbubanepnlian 32.5 
Gunsmoke (Liggett & Myers, CBS) 30.7 
3 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) ...........:ccccccesseeeerereneerseenees 28.1 
4 en Cr, UE ss cnsmehndiindalitieonediomistipsoomtnceadconsuedtitanns 27.7 
5 I've Got A Secret (Winston cigarets, CBS) ...........cc.cccccssecsseeseesseenersenenereneee 27.5 
6 PRarpbeieen FO CPN, TORE rec rs scone captsssntstens«ctlbtein oo sotentcccshainninmdinoossese 26.9 
7 What's My Line (Helene Curtis, Remington Rand, CBS) 00.0... 26.7 
8 Alfred Hitchcock Presents (Bristol-Myers, CBS) ..........c.cccccccccsssssseseeseneenereseeeees 26.5 
9 ee Grr: eae GR GI arc dscitrsieren nitesiegernccnacicsstemsctaionidinttn 26.4 
10 The Lineup (Brown & Williamson, Procter & Gamble, CBS)... 25.7 
Nielsen Average Ratings** 
Homes | 
Rank Program (000) | 
1 Gumamidhee «Liggett. G Miyata, COB) ncceaisiscisorssccvsssercccssensescestascosrssenesesesincts 11,123 | 
$64,000 Grestion (Rovinn, COS). ...--cldisdiiserecsscconcssnsorsseserssesseesdbibniaapenns 9,753 | 
3 I've Got A Secret (Winston cigarets, CBS) ............cscseseseerersesnerrenerennnenee 9,511 
4 The Lineup (Brown & Williamson, Procter & Gamble, CBS) ..........:0.-+ 9,027 
5 What's My Line (Helene Curtis, Remington Rand, CBS) ............cccccccceeeee 8,987 
6 $64,000 Challenge (P. Lorillard, Revlon, CBS) ..........ccccccccsepssssensseseennnneonees 8,826 
7 Alfred Hitchcock Presents (Bristol-Myers, CBS) .2........cccccccccccceeseeeeeeeeeesens 8,785 
8 Loretta Young Show (Procter & Gamble, NBC) .........ccccccsecssessererenneneeees 8,745 
9 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) ............cccccceseeseeeeeeenees 8,342 
10 Twenty-One (Pharmaceuticals Inc., NBC) ..........ccccccsscessseseessnerseenersreneeeeenes 8,262 
PROGRAM POPULARITY} 
Homes 
Rank Program (%) 
1 Gunsmoke (Liggett & Myers, CBS) ....... vorbinosnssetatiantibariensintiesbantvintednansitaeniie 28.6 
2 RD Girth. Diabet, | CID vrceescsncsssnciinsinnssesicsskcrtectnlnccentitnabcsssecitiaeetatas 24.8 | 
3 What's My Line (Helene Curtis, Remington Rand, CBS) .........ccccccereeeeees 24.3 
4 I've Got A Secret (Winston cigarets, CBS) ..........cccccsscsseesensenesenenennennsennnss 242 
5 The Lineup (Brown & Williamson, Procter & Gamble, CBS) 2.0.0... 23.1 
6 $64,000 Challenge (P. Lorillard, Revlon, CBS) ........cccccsssesserseeneeeteeceenereeeees 23.0 
7 Alfred Hitchcock Presents (Bristol-Myers, CBS) ............cccccccccsceseessseseeenneereneenees 22.9 
8 Loretta Young Show (Procter & Gamble, NBC) .........:ccccccssserseeeeerenseenenenee 22.1 | 
9 Twanty-Oete (Phavasmssetionic tre, PBC) 2..100..:0.0..ccccccesscorccorsensensiscrrenssorecesnes 21.5) 
10 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) oo........ccccccccccceeecseeeeeeeneeeee 21.3 


* Homes reached by all or any part of program, except for homes viewing only one to 
five minutes. 

** Homes reached during the average minute of the program. 

+ Percented ratings are based on tv homes within reach of station facilities and by | 
each program. 
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“Looks like one of those media men in the tournament 
yesterday was short with his 9-iron, too...” 


* The Cincinnati Daily Enquirer is solid 

< No. 1 right down the line. Including a 
26,937 edge in City Zone circulation... 
a healthy lead in Retail Display-Linage. 
Get full story from Moloney, Regan & 
Schmitt, Inc. 


Reprinted from 
THE BOSTON AMERICAN 
August 6, 1957 


Tony Rates 
WEEI Tops 


By ANTHONY LA CAMERA : 


IF I DIDN’T know any better, I'd have started worry- ; 
ing long ago about radio station WEEI. It doesn’t blare 
out slogans; it doesn’t identify itseif with deafening jingles; 


the golf abilities of its personalities remain a dark secret; 
it doesn’t live by lists of top tunes; its disinterest in baro- 
metric pressure amounts to sheer irresponsibility, and not 
one of its personnel has ever stepped inside a stock car. 


Despite such palpable negligence, especially while so 
many other radio stations are striving to out-do each other 
with gimmicks, WEEI keeps rolling along without giving 
cause for worry. It consistently ranks 1-2-3 in ratings 
competition and, from the financial standpoint, it is enjoy- 
ing its best year since World War II days. 


So how come? Very simple. If WEEI doesn’t have 
a slogan, it certainly has a policy—an insistence on bal- 
anced broadcasting. Aware that they can’t please every- 
one at the same time, its programmers stick to an over-all 
schedule which includes network and local shows in just 
about every category. 

As Boston’s CBS affiliate, it runs the network’s varied 
offerings of drama, mystery and adventure shows (CBS 
Radio Workshop, Suspense, Indictment, Gunsmoke, The 
FBI in Peace and War, and Yours Truly, Johnny Dollar), 
soap opera (Helen Trent, Ma Perkins, etc.), comedy, (Sez 
Who, the Stan Freberg Show, Amos ‘n’ Andy), variety (the 
Robert Q. Lewis agd Rusty Draper shows), music (Wool- 
worth Hour, Summer in St. Louis, World Music Festivals), 
news and information (Ed Murrow, Lowell Thomas, Invi- 
tation to Learning, World Tonight, Capitol Cloakroom). 

All this and Arthur Godfrey, too. 


Loeal Talent Featured 


ON THE LOCAL LEVEL, WEEI maintains one of the 
few remaining house bands in American radio—the Frank 
Bell Orchestra, which provides accompaniment for Carl 
Moore’s daily Beantown Matinee. This “live” program, in 
turn, has provided a rare opportunity for such local talent 
as baritone Bill St. Claire, the Hanipton Sisters, Priscilla 
Howe, the Valenti Sisters, and Pat O'Day. 


In its news, sports and feature departments, the station 
features such “live” personalities as Priscilla Fortescue, 
Charles Ashley, Ralph Morse, Ed Myers, George Richards 
and Fred Cusick. Sportscaster Cusick, who handled the 
play-by-play last winter for CBS-TV’s hockey telecasts, will 
be reporting all the Boston College footbail games on WEEI 
next fall. 

The station even prefers to consider those who spin rec- 
ords for it as personalities, rather than as disk jockeys. 
Whatever the classification, Tom Russell has been doing a 
fine platter-and-chatter job each morning; John Marion dis- 
plays excellent musical taste on his Saturday-afternoon 
show, and Jerry Howard has a faithful late-evening follow. 
ing. 

Anyway, it’s quite obvious from the foregoing that bal- 
anced broadcasting—meaning the inclusion of something for 
everybody—can and does pay off in the long run. 


WEEI oy BOSTON CBS Radio 


REPRESENTED BY CBS RADIO SPOT SALES 
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5 successful extensions of BH&G’s idea-power: 
Better Homes & Gardens Idea Annuals 
... open to advertisers this year for the first time 


————— 


Better Homes & Gartens 


KITCHEN 1D 


KITCHEN IDEAS ANNUAL 


Closes: Oct. 15, 1957 
On Sale: Dec. 18, 1957 


( 


There’s still time to get your ad in 
the 1958 issue of 


HOME BUILDING 
IDEAS ANNUAL 


CLOSES: Nov. 15 


An important market for any product used in building a new home or improving an old 
one. The thousands of home-centered families who study this specialized publication for 
STECE usable ideas and advice, want buying help and guidance, too! 


OPEN! 


: _ 


Motion Heiies A Garedetts is , { oo : i : 
HOME FLRNINIINGS § CHRISTMAS IDES 


Pe et 


GARDEN IDEAS ANNUAL HOME FURNISHINGS IDEAS ANNUAL CHRISTMAS IDEAS ANNUAL 


Closes: Dec. 13, 1957 1958 Issue Closes: July 15, 1958 1958 Issue Closes: Aug. 15, 1958 
On Sale: Feb. 19, 1958 1957 Issue on Sale: Sept. 18, 1957 1957 Issue on Sale: Oct. 18, 1957 


YOUR PRODUCT MAY BELONG IN ONLY 1 OR 2...0R IN ALL 5 OF THESE TIMELY, SELECTIVE BOOKS 


Each Ideas Annual is an extension of Better Homes & Gardens’ well- specialized publications. Call your BH&G representative right now. 
known talent for stimulating reader action. You deepen your pene- Ask him to give you facts and figures to help you decide which of 
tration of the market created by BH&G when you advertise in these these 5 annuals provide the best advertising climate for your products. 


Another success story from 
America’s biggest publisher of ideas for today’s living and tomorrow’s plans... 


Meredith Publishing Company 


Des Moines 3, iowa 
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Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


Magazine Distribution and History of 
American News Co. Reviewed by Association 


The August issue of “Action Report,” published by Magazine Publishers 
Assn., reviewed the history and background of magazine distribution and 
the rise and decline of American News Co., once the dominant factor in 
this business and now withdrawn entirely from it. Since American News 
and magazine distribution in general have been in the news lately, and 
since relatively few admen know the background of the business, the ar- 


ticle is reprinted here. 


On Aug. 1, the withdrawal of Ameri- 
can News Co. as a national distributor 
of magazines was complete. 

The withdrawal, “reported” in the 
spring, but never publicly announced by 
ANC, ended almost 100 years of service 
to the industry by the firm which first 
developed national single-copy sale of 
magazines in the U. S. 

In the middle of the last century, 
magazine publishers found door-to-door 
selling (usually by newspaper-organized 
crews of solicitors operating locally) a 
satisfactory means of obtaining national 
circulation. 

As for single-copy circulation, while a 
few New York newspaper wholesalers 
had developed loose systems of shipping 
bundles of magazines to out-of-town 
wholesalers or dealers, not until Civil 
War times did they begin to see profit- 
able possibilities in pooling their custom- 
ers and building a regular business. 


A Tight Monopoly 

The result was the foundation of 
American News in 1864. Another 10 or 
15 years passed before magazine pub- 
lishers, beset by rising costs and increas- 
ing demands of advertisers for more cir- 
culation, were convinced that single-copy 
sales were important. By that time, 
American News had a national organiza- 
tion, and a firm grip on the business. 

This grip strengthened with the sud- 
den introduction of new titles—Good 
Housekeeping, Cosmopolitan, Collier’s, 
Ladies’ Home Journal, among others—in 
the 1880s. ANC enjoyed a tight monopo- 
ly. 
Attrition started soon enough, how- 
ever, when Frank Munsey began ship- 
ping Munsey’s magazine direct to news- 
dealers in 1893. Six years later, The 
Saturday Evening Post began experi- 
menting in the same direction. 

Not until 1906, however, did the first 
actual national distribution of maga- 
zines through independent wholesalers— 
usually local newspaper distributors—get 
started with distribution of Everybody’s 
and Ridgeway’s magazine—“A Militant 
Weekly for God and Country.” 

Curtis finally went wholly independ- 
ent in 1911, Hearst in 1913. Popular 
Science and McCall Corp. founded S-M 
News Co. (now Select Magazines with six 
member-owners) in 1919. 

Until the 1940s, however, ANC re- 
tained supremacy in dollar volume. In 
fact, right down to 1956, the company, 
capitalized at $30,500,000, with 1956 net 
sales (all divisions) of $171,996,893 
(about $60,000,000 of which was in peri- 
odical distribution), was considered the 
biggest single factor in national distribu- 
tion, retaining around 35% of total vol- 
ume in magazines, comics, paper-bound 


books and allied lines. 

With 315 wholly-owned wholesale 
branches, 162 sub-branches, and its com- 
plete ownership of Union News Co. with 
its vast retail distribution through res- 
taurants, hotels, railway and bus sta- 
tions, airports, and bookstores in more 
than 30 states, American remained a 
giant. 


= Great changes in patronage and policy 
started for ANC in 1955. 

Time Inc. transferred its franchise in 
August and joined Select Magazines. 
Look “went independent” within weeks, 
going to Curtis Circulation. 

A federal suit in July, 1952, charged 
American with keeping publishers in line 
by threatening to remove their titles 
from Union News stands; American set- 
tled in the fall of 55, promising that the 
policies of the national distributor and 
the national retailer would be mutually 
independent. 

American threw open the door of 
its branches to independently-distributed 
publications dissatisfied with independ- 
ent wholesalers in some localities with- 
out insisting they give American a national 
“exclusive,” and at the same time Ameri- 
can permitted exclusive customers to use 
independents in territory where they 
were dissatisfied with ANC branches. 


Skimming the Cream 
As a result, Curtis Circulation Co., Dell 
Publications, International Circulation 


Distributors (Hearst) and some others 
took advantage of the best ANC facilities 
on a selective basis, and ANC-distributed 
publishers were able to discard a grow- 
ing number (by Dell Publications alone, 
140 between July, 1955, and November, 
1956) of the. least efficient ANC 
branches. But ANC maintained the 
branches to service its other customers. 


@ Since the fall of 1955, when these 
changes began, there had been specula- 
tion that ANC’s management hoped to 
pull out of the magazine field. Last No- 
vember, therefore, circulation depart- 
ments were surprised when ANC signed 
what was reported to be a five-year con- 
tract for the distribution of Atlas Publish- 
ing Co. (comics, paper backs, magazines, 
owned by Martin Goodman), whose busi- 
ness formerly amounted to from 5 to 8% 
of the total billing of independent whole- 
salers. 

Competitive reasons caused a number 
of leading ANC publishers to object to 
the Goodman-Atlas acquisition. 

Then the folding of Collier’s and Wom- 
an’s Home Companion last January de- 
prived ANC of almost its last big mass 
circulation magazines. 

Conde Nast switched to Curtis, and 
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Dell quietly stepped up its effort to ob-- 


tain independent wholesalers to assure 
continued distribution of its 35,000,000 
copies a month when the apparently in- 
evitable discontinuance of ANC distri- 
bution finally materialized. 


Tough Legal Problems 

This prospective discontinuance must 
have presented the ANC lawyers with 
some tricky problems, such as what to do 
with its five-year commitment to Good- 
man, whose switch to ANC a few months 
earlier had engendered friendliness in 
the hearts of few independents. 

Although—perhaps for legal reasons— 
there was no public word from American 
of any pull-out, a rash of newspaper and 
business paper comment in May made no 
bones about the move, and ANC’s 100- 
plus customers were sufficiently con- 
vinced to begin looking for new homes. 

Indicative of the splintering of ANC’s 
list were the moves under various ar- 
rangements of Modern Photography and 
Flower Grower as customers to Faweett, 
U. S. News and World Report, Bride and 
Pocketbooks to Select Magazines (as cus- 
tomers, rather than members), Ziff-Davis 
to Macfadden, Dell to its own distribu- 
tion, The New Yorker and Newsweek to 
Curtis Circulation, U. S. Camera and Pines 
Publications to Hearst, and Atlas, at last, 
to Independent News Co. 


# Other publications found shelter scat- 
tered among these, with the 12 or 14 
other national distributors, large and 
small, which have entered the circula- 
tion picture in competition with ANC 
and other distributors over the years. 

The change-over has been difficult, 
complicated, and expensive to many pub- 
lishers. As an example, Martin Goodman 
has cut his comics titles from 80 to 16, 
and has discontinued his paper backs. 

Some other publishers, also—not in- 
cluding, of course, national magazines 
with established consumer demand at the 
newsstands—have had to make reduc- 
tions in their lists. 

Here are some indications of the re- 
adjustments which have already resulted 
from the ANC discontinuance: 

Personnel—Existing national distribu- 
tors (Hearst, for example) have as much 
as doubled their personnel. In most in- 
stances, new titles they are handling will 
compensate them. 

Warehousing—Local independent 
wholesalers (there are more than 800 of 
them) who have been in competition 
with ANC, and now are handling former 
ANC properties, have found themselves 
confronted with vast new demands for 
warehousing, equipment, trucks and per- 
sonnel. Not all have been able to acquire 
them as yet. 

Dealers—Many dealers who had drifted 
away from ANC to independents now 
find themselves asked by their independ- 
ent wholesalers to add the ANC titles to 
their stands. Many do not have physical 
space, even if they were willing. 

Paperbacks—Millions of paperbacks 
which ANC and publishers had expected 
eventually to sell may be destroyed, or 
may quite possibly be thrown or the 
market at sacrifice prices endangering, at 
least for a while, the whole price struc- 
ture in this field. 


Allocations—Geographic coverage by 


the 800-plus independent wholesalers by 
no means coincides with geographic cov- 
erage by the 315 ANC branches and their 
162 sub-branches. As a consequence, the 
industry is faced with great confusion as 
it attempts to gauge allotments to whole- 
salers and dealers. Some territories will 
receive more of some titles than they can 
sell; others will have insufficient to meet 
demand. 

There are various estimates of the ef- 
fect of the switch on the magazine busi- 
ness. Nobody seems to expect established 
national magazines, with regularly es- 
tablished display niches, to lose circula- 
tion, although there are predictions that 
their overhead for field representatives 
and other equally important charges may 
increase as they concentrate on main- 
taining their places on the stands. 


® Less familiar titles—comics and paper- 
backs, in particular—are likely to find 
the going rougher. 

Not all publications have found it easy 
to find new national distributors. One 
distributor, for example, says it turned 
down 20 for every new title it accepted. 
Some of the least profitable to handle 
may find that their acceptance by a na- 
tional distributor does not necessarily 
mean their display on a significant num- 
ber of stands. 

The degree to which publishers will be 
affected will range from slight to drastic; 
there is little doubt that the industry will 
continue to face new problems for a long 
time. 


A Return to ‘Monopoly’ 

Possibly the greatest of these may be 
that single copy sales of magazines now 
are back on a “monopoly” basis. 

Instead of the rigid national monopoly 
of ANC in the ’80s, the industry today is 
in the hands of many local monopolies. 
Where control in the old days lay in the 
echelon of national distribution, today 
control (with the exception of some so- 
called “split towns”) lies in the hands of 
almost 800 local wholesalers who have no 
competition within the areas they cover. 

Among these, necessarily, some are 
weak and inefficient—and will fail to 
exploit their market to the satisfaction of 
publishers. Publishers right now have no 
place else to turn, unless new whole- 
salers should crop up in monopoly terri- 
tory, or certain publishers establish their 
own direct branches. 


# Some other wholesalers today are 
viewing increased costs and size of their 
operations as a further reason to ask for 
a revision of established price structures 
to provide a greater return to wholesaler 
and newsdealer alike. Whether the push 
will be enough to force some publishers 
to raise cover prices is as yet unclear. 

As a result, there are some circulation 
executives who even now anticipate the 
day when local competition may become 
important to the efficient distribution of 
magazines. 

Whatever the future may hold, today 
the majority of independent wholesalers, 
with the aid of their trade associations 
and publishers, are working hard to as- 
similate the flood of new titles, and to 
solve this rash of new problems arising 
from withdrawal of American News from 
its traditional role. # 
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Salesense in Advertising .. . 


Assertions I Find a Little Hard to Believe 


By James D. Woolf 
Advertising Consultant 

Quoted below is a selection of asser- 
tions, culled from recent advertising 
copy, that may be gospel truth. What’s 
wrong with them, in my opinion, is that 
they are just a bit hard to believe. I 
am not suggesting that 
these assertions are se- 
riously dishonest or 
fraudulent, and they 
are probably accept- 
able to the FTC as ex- 
cusable puffery. The 
point I seek to make is 
that statements which 
put a strain on the 
reader’s credulity 
(even a slight strain) 
weaken the advertisement in question. 

I sometimes think that we in advertis- 
ing forget the power of moderation and 
even understatement. A modest claim 
that is believed without question is, in 
my judgment, more persuasive than a 
claim that may challenge the reader’s 
(or listener’s) readiness to believe. We 
forget, too, that the consumer is not ex- 
pecting miracles of superlativeness in 
everyday commercial products. Surely we 
have learned that it is possible to sell 
a heap of beans, or beer, or coffee, or 
flour, or whatever, without claiming that 
our brand is the best-tasting, or the most 
amazing, or the greatest of them all. 


es 
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James D. Woolf 


= The following assertions may be true, 
but I find it just a little hard to accept 
them without question: 

ZEST SOAP: “For the first time in 
your life FEEL REALLY CLEAN.” 

COLOR GLO: “Now! Even humdrum 
hair can seethe with excitement!” 

TUSSY: “Your skin can look the age 
you want to tell.” 

SCOTT SOFT-WEVE: “Probably the 
most noticed luxury in your home.” 


LUCKY STRIKE: “It’s the best-tast- 
ing cigaret you ever smoked.” 

ACRYLIC PAINT: “The most exciting 
paint discovery in our time.” 

SUNBEAM PERCOLATOR: 
the best coffee you’ve ever tasted.” 

VICEROY CIGARETS: “Viceroy has 
the smoothest taste of all!” 

HEINZ: “The best-tastiny beans are 
HEINZ.” 

HIT PARADE: “Best thing ever hap- 
pened to filter smoking.” 

BLACK LABEL: “... 
of all.” 

OLD GRAND-DAD: “... accepted as 
the finest of all bourbon whiskies.” 

CASHMERE BOUQUET SOAP: “No 
other soap gives you such lighthearted 
fragrance for such Petal-Fresh Skin.” 

COLGATE DENTAL CREAM: “~“... 
stops mouth odor all day for most people 
... with just one brushing.” 

SWEETHEART SOAP: “But only in a 
Sweetheart bath can you savor all the 
luxury these leisure moments promise.” 

INTRACEL: “Intracel penetrates 
through the skin and deep into the mus- 
cle tissues.” 

CLOROX: “Only Clorox is safe enough 
for my baby!” 

DE SOTO: “... most exciting car in the 
world today!” 

KELLY TIRES: “... today’s most re- 
sponsive tire!” 

CHESTERFIELD: “It’s the smoothest 
tasting smoke today!” 

MORLEY: “The most talked about fur- 
niture in America.” 

FIRTH TUFTWOVEN: “The most per- 
fect carpet in the world!” # 


“Makes 


the finest beer 


+ * * 


Mr. Woolf’s articles are available in a 
handsomely bound 383-page book for per- 
manent reference. Price $5.95. Write Ad- 
vertising Publications, 200 E. Illinois St., 
Chicago 11, Ill., for “Salesense in Adver- 
tising,” available on five days’ approval. 


Looking at Radio and Television... 


Network TV Needs Fiexbility 


By The Eye and Ear Man 

One of the bugaboos that television in- 
herited from radio was the networks’ fear 
of intruding on the prerogatives of the 
stations. Foremost among these taboos is 
the “spot” buy as opposed to the network 
buy. 

In the beginning, television prices were 
low enough so that it was a clear division 
of authority; the networks sold hours or 
half hours with single sponsors or five 
quarter hours of news to a single spon- 
sor, but they did not encroach on the sta- 
tions’ minute participation territory. NBC 
finally broke that rule when “The Show 
of Shows” was announced as a spot car- 
rier for 90 minutes and when “Today,” 
“Home” and “Tonight” were built on the 
same premise. 

What happened? Did the stations re- 
volt and flee the network? Nope. Was 
there such chaos that it was hardly worth 
the argument? Nossir. The plain fact is 
that most station owners are glad to be 
affiliated with a major network and, ex- 
cept for a few classic gripers, they accept 
the networks’ right to do what they like 
in network time. They will even give a 
little in station option time. 


s Now the time has come for some of 
that good old leadership. As out-of-pocket 
costs rise, and begin to squeeze out small- 
er national advertisers who can no longer 
afford even the $2,500,000 time and talent 


+ 


gross for alternate week sponsorship, 
network prospects begin to shrink. The 
only way to open the door to smaller na- 
tional advertisers is to make limited com- 
mitments—in marginal time—and single 
minute “sponsorship” a reality. 

Was any station ever deprived of a 
customer by allowing the network to sell 
a minute participation in “The Show of 
Shows,” for example? Probably not. 


Take a specific example: The 7:30-8 
p.m. time is marginal time and always 
has been tough to sell. The sets in use 
are thin enough in the wintertime but 
they are 50% off during the long months 
of daylight saving time. It’s hard for even 
a premium priced show to pay off .in 
that time, especially when there is a 
three-way split of audience. And many 
sponsors insist there is no reason for call- 
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The Creative Man’‘s Corner... 


Life we sure have come a long way. 


that average drivers want. 


Teasers and Tie-Ins 


Lately, some mysterious automobiles have been seen on the roads 


The advertising for the new Edsel is, as far as we are concerned, certainly 
expensive tease advertising. Once was, an automobile manufacturer took 
200-line ads in newspapers for his teaser campaign. With double spreads in 


Gist of the message is that, by the time the Edsel hits the dealers’ show- 
rooms, it will have hundreds of thousands of test miles behind it. In fact, 
the copy says that “by the time it reaches your streets, the Edsel will be one 
of the best-tested, best-proved cars in automobiling history.” 

This seems like a good tack for advertising a new car. Yet we cannot help 
feeling that, unless the Edsel has a design the average automobile buyer likes, 
it wil] stay in its dealers’ showrooms. Also, we’ll lay you dollars to doughnuts 
that, despite all the testing, the minute the car gets into the hands of the first 
thousand owners, bugs will turn up like mad. Somehow, automotive design 
engineers seem to have a great bent for design but somehow overlook things 


From the Barrett ad, we assume Edsel is out to get as much tie-in adver- 
tising as it can. Not a bad idea—for both Barrett and Edsel. + 


toe EDSEL is on its way 


ee ee 


ing this franchise Class A time! 

Suppose a network were to strip re- 
peats of popular shows—“I Love Lucy,” 
now being tried at 7:30 Wednesday on 
CBS, or “Dragnet,” “GE Thedter,” etc. 
The talent costs could be held down to a 
minimum. Now add to this the option of 
the sponsor to have horizontal or vertical 
placements of his spots or minutes pur- 
chased. 


® Research has showed that appearing on 
various shows scattered over various 
nights of the week tends to sharply in- 
crease unduplicated homes at the cost of 
frequency. For frequently purchased 
products, like cigarets, soap, drugs, etc., 
this plan affords multiple-time-a-week 
exposure and vast extension of audience. 
For the networks it adds a new sales 
dimension to time that is difficult to 
push. 

Take the daytime. Again prodded by 
NBC, all networks allow an advertiser to 
buy a quarter hour and cross plug one 
minute on another day. By buying two 


quarter hours, the advertiser gets a sub- 
stantial discount, 33.3%, and can cross 
plug, again giving him four-time weekly 
exposure on at least two different days. 


® How much better in the daytime to 
Square up to the fact that it is more 
beneficial, for a frequently-purchased 
product that is universally known, to have 
one minute of commercial time on Mon- 
day, Wednesday, and Friday at a quarter 
hour rate! How much better to stabilize 
minute rates based on an estimated cost 
per thousand of $1 and allow the adver- 
tiser to buy as many as he can afford on 
as many different days as he wishes. This 
may be the plan of the future. 

Networks are experiencing difficulty 
selling marginal time. This must not be 
confused, as poor reporters frequently 
have done, with the historical difficulties 
of selling against strength. This merely 
means that under our present obsolete 
rate structures the pricing and rules of 
television are going to have to face a 
drastic change in philosophy if the 
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This six-county Retail 
Trading Area accounts for 


98” 


of Detroit's 5-billion 
dollar annual retail 
business. 
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GOLA THE NEWS, 


TT MTT 


In this same six-county 
Retail Trading Area 


96” 


of the News’ 469,389 
weekday and 91 %, of the 
585,667 Sunday circulation 
is concentrated! 


. 260 Madison Ave., New York 
- 785 Market St., San Francisco 


M3? P/F You USE 


an 


Chicago Office .. 435 N. Michigan Ave., Tribune Tower 
Miami Beach ... The Leonard Co., 311 Lincoln Road 


THE CIRCULATION OF THE DETROIT NEWS 
is the largest of ALL Michigan newspapers— 
but that’s just Aalf the story. The News’ 
circulation is solid circulation, profitable circu- 
lation, deliberately concentrated among the 
better income homes in the 6-county city 
and suburban area that is the source of prac- 
tically all Detroit’s retail business. 


Because no other Detroit newspaper 
exerts so much influence on the buying habits 
of this mass market, The News carries as 
much advertising as both other Detroit news- 
papers combined! 


The Detroit News 


FIRST IN CIRCULATION — 469,389 WEEKDAYS— 585,667 SUNDAYS 


Eastern Office . 
Pacific Office .. 
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magic SRO sign is going to hang out. 

Already there are signs of the rule 
books being thrown out the window. Cer- 
tain slow-moving items are being offered 
on what amounts to “a spot basis” in 
Class A network time. The fact that they 
are moving slowly is not the fault of the 
times, but merely that these are the less 
desirable offerings. The best buys in this 
category are yet to come, but come they 
will. 


The fact that networks might be afraid 
of losing affiliates is now a spectre from 
the past. As new stations come into be- 
ing, the station owners of yesteryear, 
sitting on their FCC-given monopoly, will 
face competition. 

Isn’t it time for a re-appraisal of pric- 
ing, horizontal or vertical contiguity, 
short-term commitments and freedom to 
sell in a manner which benefits the ad- 
vertiser and the network? + 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

Many writers on advertising are de- 
claring for freshness of approach, for ex- 
perimentation, and originality. That is 
well. But only in the hands of those who 
know what advertising is for, what it can 
do, and what it’s considerable body of 
truth is. 

New techniques are called for con- 
stantly in surgery. But interns who 
have been in close association with hos- 
pitals for years are not permitted to de- 
vise those techniques. 

Only medical men whose minds and 
skills have been disciplined in the scien- 
tific undertones of their art come up with 
practical and safe new techniques. 

In advertising, however, serving an 
internship or being an intern qualifies 
one as a professional. You don’t really 
have to learn anything about selling at 
all, in order to handle advertising ac- 
counts. But art! Ah, that is different. 
You should have reasonably good taste, 
and be arty. 

As a consequence, art is used in ad- 
vertising as often as not to defeat the 
purpose a sincere artist should wish to 
further. 


s Shoe advertising, particularly, exhibits 
the spirit of experimentation unhinged 
from any responsibilities toward maxi- 
mum accomplishment. Here are three 
examples, current as this is written. 

The smallest clearance ad (top of page) 
is an ad for men’s shoes. It is obvious, 
however, that the advertiser was unwill- 
ing to induce men by effective advertising 
to come into the store and disturb the 
salespeople. After all, the windows will 
produce enough volume. A store that at- 
tempts to cut into the public interest 
with an edge so blunt, simply has no un- 
derstanding of the processes of newspaper 
reading. 


The largest ad (above) says by im- 
plication: “Boy, are we classy and ex- 
clusive! Money is no object to us. We 
don’t care whether the ad sells or not, 
just so a few women will believe we are 
exclusive.” 

The ad also implies: “We don’t eare 
whether we get 30¢ per dollar of value 


for white space, or $1, or $3.” No store 
running ads this size (6 columns) that 
knows how papers are read would place 
its signature where this signature is 
placed. No store concerned with value 
would run so few words, or would sub- 
mit a beautiful product to the vagaries 
of high speed newspaper presses that 
ean produce, with such art, only an il- 
lusion of a shoe lost in a fog, with a ping 
pong paddle and a bent pipe-cleaner. No 
store that understands reading habits 
would spend hundreds of dollars for 
nothingness, and a few pennies for the 
message that might give the nothing- 
ness significance. 


® The 450 ad! High attention value. 
But high attention value has no posi- 


disaieg acne te tap 
eee nd 

tive correlation with advertising value. 
These pennants flying in the breeze are 
exaggerated toes of shoes. Here again, 
the store location and reputation com- 
bined are good enough to overcome a lot 
of advertising waste. 


Copy is small, and ambiguous. It’s 


-about a 450 collection, apparently refer- 


ring to the address—450 Fifth Ave. Then 
an informal modeling is mentioned in 
the “Midtown Salon.” Is that at the same 
address or another? Then, apparently 
thinking that ads like this may do noth- 
ing for the store now, the ad says hope- 
fully: “And, season after season, we 
promise you, the freshest young fashion 
shoeing in town.” 

I repeat, freshness and experimenta- 
tion are splendid. But only when they 
depart from what is hackneyed, tradi- 
tional, static—and not from what is 
sound. The brilliant contributions to ar- 
chitecture by the Le Corbusiers are not 
made in the form of buildings that col- 
lapse and fail of their function. They 
are functional, first of all. 

Where are the admen and women 
who—first of all—recognizing the func- 


1800 PAIRS OF MEN'S WALK-OVER AND STANDISH SHOES 
20 to 33% OFF 


Wonderful Walk Overs known and sought the world 
ever Street shoes in « relecnon of Scotch 
grains oF polished calfshins in black or brown ¢ @ & 
Cosmals and qparts shoes im dark colors, 


Nendeome Hulk Onory? 


REGULAR PRICES 
(77% 
to 
amen MEWS SHOP 
tion of advertising, say: “These are 


principles which must be met. But let us 
meet them with refreshing new depar- 
tures from the hackneyed and thread- 
bare’’? 

The virtues in these ads could still be 
retained and made far more valuable by 


On the Merchandising Front... 


Advertising Age, August 26, 1957 


conforming .to cosmic law and common 
sense—instead of flouting them. 

Many people have been touting the 
Marlboro and Smirnoff vodka magazine 
ads as “the new departure” and the 
“wave of the future” that supplant basic 
principles. The Marlboro ads are 100% 
in accord with principles that have been 
taught and expounded for years by the 
most earnest students of advertising. The 
copy is cogent, calculated, and adequate 
—it is full of benefits. 

In the PARM study of the ARF, only 
the Smirnoff vodka so-called “offbeat” 
ad meets the standards I espouse, among 
eight liquor ads. And of course, it had 
the highest IMPACT score of the eight. 
(It’s better than some of the other 
Smirnoff ads.) In short, some of the so- 
called offbeat ads, including the man 
with the eye-patch, are far more on beat, 
far more consistent with advertising’s 
well established principles, than many 
stuffy, uninteresting ads that appear to 
be upholding the “best” in advertising 
tradition. + 


The Chains Erect a Chinese Wall 
for Their Buyers 


By E. B. Weiss 

The headquarter buying offices of most 
chains, especially the food and drug 
chains, are rapidly completing the erec- 
tion of a Chinese buying wall that ulti- 
mately will efficiently and totally seal 
them off from any- 
thing remotely resem- 
bling constructive, in- 


telligent, creative 
selling by supplier 
salesmen. 


Chain store buying is 
increasingly being done 
by immutably fixed 
formulas. By commit- 
tees, with salesmen 
able to reach commit- 
tee members only by the written word on 
a supplied form from which no deviation 
is permitted. By assembly-line techniques, 
with salesmen ushered into the august 
presence after long delays on tight traffic 
schedules; and with the salesmen rushed 
out of the august presence with little re- 
gard for human dignity (one large food 
chain now has a 15-minute maximum 
time limit for a salesman’s call on a buy- 
er). 

Now let us admit that too high a per- 
centage of supplier salesmen are poorly 
equipped, poorly informed, poorly trained; 
that too many supplier salesmen are mak- 
ing a purely mechanical call; that the 
number of salesmen visiting chain head- 
quarters increases all the time. And that, 
simultaneously, chain buyers (as_ the 
chains expand into new classifications and 
as they add new price lines, broader as- 
sortments, etc.) find their buying prob- 
lems are still further aggravated by these 
new pressures on their time and talents. 


E. B. Weiss 


s But will the solution to this buying 
problem be found by reducing all selling 
to the lowest common denominator? By 
compelling salesmen to sell via the writ- 
ten word? By compelling salesmen to 
make their presentations within the rigid 
limitations of a chain-prescribed form? 
By holding a stop-watch on all salesmen? 

Is automation—and I’ve been one of its 
great admirers in production, warehous- 
ing, office work, etc——to take over the 
function of selling to the chain store buy- 
er? Is the ultimate destiny of selling to 
the chain stores to take the form of an 
electronic robot which will respond to 
buttons pressed by the chain store buyer? 


It is self evident that the chain store 
buyer has an acute need for the intelli- 
gent salesman. I should imagine, there- 
fore, that the chain store buyer’s basic 
problem is to divide his available buy- 
ing time so as to make more of it, more 
effectively available to that admittedly 
small percentage of competent salesmen, 
and salesmen from major suppliers, who 
hold numbered tickets out there in the 
waiting room along with the “great un- 
washed.” 


s But the buying systems that are being 
developed by various chains tend to make 
too little distinction between the compe- 
tency or importance of salesmen. On the 
contrary, the whole tendency of these sys- 
tems is to compel the competent, the im- 
portant salesman to perform within the 
same rigid restrictions as the vast army 
of incompetents. This nullifies the for- 
mer’s abilities and the service he is pre- 
pared to offer the buyer. 

Is there any intelligent reasou. why, 
under certain circumstances, a salesman 
may not talk to the mysterious, shadowy, 
star chamber New Products Committee? 
Is there any intelligent reason why, under 
certain circumstances, a salesman should 
not be permitted to make his presenta- 
tion as he sees fit, rather than being com- 
pelled to follow a set form? Is there any 
intelligent reason why, under certain cir- 
cumstances, a salesman may not be per- 
mitted to ignore demands to “put it in 
writing”? 

I know that, actually, exceptions are 
being constantly made, and that some 
salesmen, on some occasions, are per- 
mitted to sell chain store buyers creative- 
ly, constructively. But I also know that, 
in numbers, these exceptions are becom- 
ing fewer and fewer. Beyond question, 
the chain store buying function is becom- 
ing mechanized: dangerously mechanized. 


s Why “dangerously” mechanized? 

For the very good reason that this is 
happening at precisely the moment when 
most chains, in each field, are losing all 
of their original individuality. The variety 
chains all look identical—in store archi- 
tecture, in display, in merchandise, in 
merchandising. Ditto for the drug chains. 
Ditto for the food chains. What is more, 
not only are most of the chains within 
a single field taking on identical charac- 
teristics, but all chains in all fields are 
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taking on identical-twin characteristics. 
(Walk into one of the great new regional 
shopping centers and note the amazing 
similarities between the food super, the 
drug outlet, the variety outlet.) 
Mechanical buying, from salesmen 
compelled to sell mechanically, can only 
hasten the day when the last remaining 


Tips for the Production Man... 


vestiges of individuality between compet- 
ing chains will disappear. And when that 
takes place, the established chains will 
find that new forms of competition, in 
which the buying is being done by skilled 
buyers who are not ensconced behind 
Chinese walls, will threaten their leader- 
ship. + 


Newspapers: Any Changes in 40 Years? 


By Kenneth B. Butler 


A friend has sent around a copy of a 
newspaper (nearly 40 years old), since it 
contained an item he thought I would be 
interested in. It is the Chicago Evening 
Post of Aug. 26, 1919. 

Since its typography and makeup had 
most of the general characteristics of to- 
day’s newspapers, my first over-all im- 
pression was that our modern press hadn’t 
advanced much in nearly half a century. 
The pages are still made up in columns 
separated by column rules, most of the 
heads single column in width. The ads 
are banked from lower left to top right, 
and a page consists of eight columns. 


s After an hour with this sheet and com- 
parison with two or three representative 
papers of today, I rather changed my 
mind. Newspapers, I decided, have made 
significant strides. 

They are bigger, not only with adver- 
tising, but with news. The new stream- 
lined 11-pica columns have narrowed the 
over-all news sheet some three inches, 
which makes for easier handling. The 
headlines in the 1919 edition were about 
60% all caps and filled the widths of the 
columns from column rule to column rule. 
Today, most news heads are strictly down 
style (except for a few die-hards) and 
decks or subheads have all but disap- 
peared. 

Ornamental dashes have given way to 
sirnple dashes to separate stories, and 
heads are opened up with more space 
around them. Heads are shorter. Column 
rules are broken much more frequently, 
with single-line streamers giving a hori- 
zontal style of makeup. 

Body type, now, is much larger (14 
lines in the space formerly given to 20 
lines) and legibility greatly increased also 
by special letter designs that are round 
and open. Paragraphs are shorter. Dis- 
play type for heads is prettier. 

Running heads have been pulled down 
to one or two columns, and the double 
rules that used to promenade across the 
tops of the pages serving no useful end 
except to clutter, have disappeared. 


s There are more pictures today, and they 
are better selected, telling a more vital 
story. News is departmentized to a greater 
degree, serving the specialized reader in- 
terests of today. There are more features, 
better displayed. Women’s sections have 
been developed to the point of becoming 
a newspaper within a newspaper. Sports 
coverage is much broader and is written 
in a livelier vein. 

Not only is typography better and more 
legible, but today’s papers are much better 
printed. The quality of newsprint, it seems 
to me, is better, being smoother for better 


Employe Communications... 


halftone reproduction. 

Today’s magazine sections are, of 
course, works of great skill, and display 
the tremendous strides made in color 
printing in the world of newspaper pub- 
lishing. 

The ads, too, show the advances made 
in layout and imagination in creative 
presentation. They are also, in the main, 
larger. 


There has been little change in the 
basic relationship of ad and news place- 
ment. Then, as now, the combined ad- 
editorial pages carry the best display on 
the top third of the page. The magazine 
concept of ads banked vertically has not 
yet been attempted to any large degree 
by newspapers, where ads are banked on 
a diagonal. While this puts reading mat- 
ter next to all ads, it discourages spend- 
ing much time on the lower half of the 
page except on pages of pure editorial 
material. 

It is in this important area, illogically, 
where many of the larger space users 
find themselves positioned. This physical 
fact has encouraged many advertisers to 
adopt tall and narrow ad sizing, for in this 
way an advertiser is sure to get the focal 
point of his message up into that all im- 
portant sector of interest. 

On the other hand, an advertiser using 
an ad space of two columns in width by 
four or five inches in depth, has about a 
50-50 chance of getting his ad spotted at 
the top, the center show ring of news- 
paperdom. 

Today’s ads use fewer borders and 
boxes. This gives those lucky enough to 
get outside or top position a bonus of a 
half-inch or more of newspaper margin 
to assist in spotlighting their message, to 
make the space appear larger, at no ex- 
tra cost, 


® The newspapers of a half-century ago 
were supposed to have contained some of 
the best writing of the era we live in, 
and that may well be so. The Henry 
Justin Smiths and the Ring Lardners and 
the Arthur Brisbanes certainly left an 
indelible print. But I found the Chicago 
Post of 1919 dull in this respect. 

Today’s papers seem to be endowed 
with higher concepts of reader service. 
This is shown in everything from weather 
coverage, recipes, radio and tv listings, 
to home decoration and furnishing. 

We still have advice for the lovelorn, 
but we can also get sound investment 
facts on Monsanto Chemical Co.—and get 
it all in terser, more legible form. # 


Still the Bottleneck of Communications 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

At the annual in-plant communications 
seminar held last month at the New York 
State School of Industrial and Labor Re- 
lations at Cornell University, Ithaca, the 
earnest delegates were asked to identify 
the No. 1 communications problem. The 


problem of supervisory relationships was 
a conspicuous first. As conference lead- 
ers on the opening day of this meeting, 
the authors were presented with still 
another confirmation of where the weak- 
ness in industrial communication really 
lies. 

Certain people argue that the difficulty 
in building a sound communications pro- 
gram in a company rests in the circle 


of upper management. Management, they 
contend, pays a sort of congenial lip-serv- 
ice to employe communication but refuses 
to travel further. Yet there are dozens of 
companies where management earnestly 
works at employe communication, yet 
cannot crash the roadblocks set up by 
supervisors in order to reach the em- 
ployes. 


® It was pointed out by one conferee at 
the Ithaca meeting that communications 
programs are often structured without 
any provision for supervisory participa- 
tion, and this is a dismal truth. At this 
very moment a large-scale communica- 
tions program is in the process of develop- 
ment at a multi-plant company with 
headquarters in New York City; the spir- 
itual momentum has been provided by the 
president, but the various plant managers, 
it is said, are opposed to the plan. As it 
is set up, the local chieftains will be 
compelled to abdicate certain of their 
local rights in communication (including 
local level supervisory letters) in favor 
of a program designed to make kinfolk 
of all. The word has already reached the 
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ears of the local plant supervisors, who 
are prepared to scuttle the bright new 
communications ship as soon as it gets 
within boarding range. 

Not every supervisor in American in- 
dustry has the company trademark tat- 
tooed on his chest, nor does every super- 
visor include a wish for the concern’s well 
being in his prayers at night. He has 
been invited into what he trusts is an 
individualistic category, and if somebody 
treads on his toes, he generally treads 
back, provided his job isn’t jeopardized. 
In the field of communication he can 
tread hard. He can make the rosiest am- 
bition of management look faded and wan, 
by the simple process of mentioning it 
despairingly or not mentioning it at all. 

The best method, the Cornell con- 
ferees agreed, is to build communications 
programs with every possible provision 
for the supervisor’s recognition and par- 
ticipation. To the man in the shop, the 
supervisor is quite often management. He 
may express management’s views by relay 
from his own boss, but he still expresses 
them. And he can color them all the way 
from white to black. + 
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Four simple ways to indicate the human figure 


1. Here is a “Keyhole” man walking into a room. 2. A seated “5-Match” 
Figure; 3. The conventional, but neat, 
Shapes” man. By practicing, you may develop any or all of these methods 
to communicate your visual ideas about people to the art department in 


“Stick” person, and 4. a “Basic 
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on the Biddle agency appeared, them. I contend that ADVERTISING 
I had no idea how completely|Ace is merely barking up the 
ADVERTISING AGE covers this field. | wrong outdoor poster. To support 


The Voice of the Advertiser 


Just about everybody appears 


Work After 5 P.M.? Sure, 
Readers Tell Creative Man 

To the Editor, for the Creative 
Man: 
right of any individual to think| 
as he pleases, but when he tries | 
to foist his passing thoughts off} 
on me, then I reserve the right| 
to counter-think. 

No one is ever going to agree | 
with you on everything, any more) 
than everyone agrees with an um-| 
pire, or a referee—or even a tax 
collector. So, when you speak in 
specifics about a general ad, you 
have the right to think what you 
wish. But, your thinking that it’s 
either fear, or stupidity, or some 
other uncomplimentary force that 
drives a man to think (not drink, 
as so many “5 p.m. stoppers” are 
driven) after 5 p.m. doesn’t make 
it true. 

There are a few “after 5” think- 
ers who did all right, maybe be- 
cause they really liked their work. 
To name just a few, there were 
Ben Franklin, Tom Edison, Albert | 
Einstein, the Curies, Dr. Salk— 
and you take it from there. Also, 
what would our National Anthem 
be if Francis Scott Key had 
worked only “nine-to-five’’? 
(Okay, come up with a better 
one!) 

If your column is intended to 
be tongue-in-cheek instead of ser- 
ious, it should have a tongue-in- 
cheek name, such as “A. Labas 
Says” (a local-type joke), or “Cre- 
ative Man’s Cracks” or “Thinker’s 
Stinkers,” or “Nine-to-Five Jive,” 
or “Nine-to-Five Odds.” 

Also, as an old newspaper man, 
I suspect this was one of the 
weeks when, as the late great Ted 
Robinson once said, “Some days 
you'll shove cheap fuel in the pit, 
that every morning yawns for 
more.” (You will, especially, on 
a “nine-to-five” basis, because no 
one can turn a creative mind off 
or on like a thermostat.) 

So, “in my opinion,’ a man 
should work as long, or as little, 
as he chooses (or can get by on), 
but thanks to “The Man Upstairs” 
for the few who love their work 
and don’t have to find an “escape” 
at 5 p.m. After all, I'll bet es-| 


| yours 


jlove 


This department is a reader’s forum. Letters are welcome 


capes cause as many coronaries| 
as do after-hours work. If not, why 


do so many active men wither 


I am a firm believer in the | and die so soon after retirement 


(or at least stop living) ? 
Aubrey Williams, 
President, Aubrey Williams 
Advertising Inc., New Orleans. 


To the Editor, for the Creative 
Man: Having been an admirer of 
for some time, Creative 
Man, I must take exception to 
your July 29 article. 

Perhaps you wrote it to start a 
good fight. 

Perhaps you believe what you 
wrote. 

I doubt that you really believe 
what you wrote, and I have five 
bucks to bet that you sometimes 
or often spend time working 
“overtime.” 

Even if I lose the five bucks, I 
do not believe that “fear” is the 
basic reason for hard work. Fur- 
thermore, I believe that you con- 


tribute nothing to the American 
economy by fostering “clock 
watching.” 


Case History: For 14 years I 
worked for two advertising agen- 
cies, working between 10 and 15 
hours per day. For the past two 
and a half years I have operated 
my own agency, working, usually, 
from 8 a.m. until 11 p.m. At 
38% years of age, I'll take any 
insurance exam tomorrow and get 
the insurance I need, if I need it 
(which I don’t). 

Let’s stop all of the crap about 
fear, hypertensions and “relax 
pills.” I do it because I like my 
work. If I were to retire tomorrow, 
I would get the typewriter cleaned 
and oiled and. . . write. 

In my years in this business, I 
have met two other people who 
feel as I do. Many of the “balance” 
are afraid or damned _ scared, 
you’re right. However, let’s not 
place the stigma of “fear” upon 
those few people who happen to 
their work. They are few 
enough and far enough between 
to risk killing what is a vanishing 
race, in favor of those who think 
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to have read the article. 
Henry Flarsheim, 
Vice-President, The Biddle 
Co., Chicago. 


of “fringe” and then pay. 

You’re doing a good job, but 
let’s not put a false label on hard 
work. Too damn many people are 
doing it mentally, let alone in 
print. 

I'll still read your column. It’s 
the best. 


= + . 
Texas—Who Else?—-Has 
a 35’ Poster Dog 
To the Editor: {| am in the posi- 
tion of defending ADVERTISING AGE 


Warren F. Randolph, 
Wellesley Hills, Mass. 


e e . 
Biddle Pilot Speaks Up 
To the Editor: When Everett 


Biddle told you “none of us are 
pilots” (AA, Aug. 5) he was 
thinking of the gang in Bloom- 
ington itself. 

It happens that Everett knows 
very well that I pilot a plane, as 
I have flown him on several trips 
totaling about eight hours in the 
air | against the biting remarks brought 

Actually, I use my plane rather|on by the enclosed clipping from 
constantly in business trips for| your July 29 issue. Some of your 
the Biddle Co., and I have a total detractors ge so far as to suggest 
of approximately 1,500 hours’ solo that ADVERTISING AGE is going to 
time. the dogs. 

Incidentally, 


. 


until that article! 


I do not, of course, agree with| 


this contention, I enclose a print 
of one of the excellent posters 
prepared for us by Ritchie Adver- 
tising Agency of Houston. 

Here, Sir, is a real dog. On a 
poster 9’7” tall and 19’11” wide, 
our dog is 35’6” long. 

We have no quarrel with 
Strongheart’s Saint Bernard, but 
we believe our Dachshund goes 


farther (by at least 15) in doing 
a sales job. 
Thanks, in advance, for helping 
me defend ADVERTISING AGE. 
L. M. Ross, 
Vice-President, Carrier-Hous- 
ton Corp., Houston. 


sales medium 


See your Peters, 
Griffin, Woodward 
Colonel now for Fall 
availabilities 
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What Does a Filter Filter? 

To the Editor: In your July 29 
issue of ADVERTISING AGE, your 
editorial covered the congression- 
al hearing on the subject of filter 
cigaret advertising. In it you have 
the following statement: 

“If current filters do not filter 
out tars and nicotine, we do not 
expect to defend filter advertis- 
PRE 

It would seem that this state- 
ment follows the same assump- 
tion which was the basis of the 
hearing, namely, that there is 
something in cigarets which 
should be removed. 

Speaking for ourselves and our 
client, our position is that there is 
no proof whatever that the tars 
and nicotine referred to are 
harmful, despite the claims of 
certain anti-cigaret proponents to 
the contrary. Consequently, we 
have never made any health 
claims or tar and nicotine remov- 
al claims. From the start, Win- 
ston and Salem, both filter cigar- 
ets of our client, R. J. Reynolds 
Tobacco Co., have been sold on 
the basis of the pleasure and the 
fun of smoking. The entire mes- 


even been in the headlines since 
its start when we wanted to tell 


people that in addition to being a/ 


cigaret that was fun to smoke, it 
also had a filter. 

In the case of Salem, the entire 
message of the advertising has 
been that here is a menthol cig- 
aret with a new fresh taste in 
smoking. The only reference has 
been from the start that it has a 
modern filter. 

We know that many, many peo- 
ple prefer a filter cigaret because 
to them it is a “nicer way of 
smoking.” 

Should it ever be scientifically 
established that tars and nicotine 
are harmful, we agree with you 
100% that there would be no de- 
fense for filters that claim remov- 
al of such harmful ingredients but 
in fact do not do the job. 

James J. Houlahan, 

President, William Esty Co., 

New York. 

It seems naive to assume that 
“filter tips” were put on cigarets 
for any other purpose than to fil- 
ter something out of the smoke. . 
and if there is nothing that should 
be removed, what is the purpose 


sage of the Winston campaign | of the filter? 


from its start in 1954 has been 


that here is a cigaret with a filter) 


that is fun to smoke. As a matter | ‘Investment’ Hits the Spot 


of fact, the word “filter” has not | 


To the Editor: I thrill over the 


|increasing use of “ad investment.” 
| Many firms still think in terms of 
advertising as an expense. How- 
ever, during the past few years 
there seems to be an increasing use 
of “advertising investment” in- 
stead of “advertising expense.” 
This is healthy, and helps to es- 
tablish the proper relationship of 


the advertising budget in terms of | 


the company’s future. 
F. H. Faber, 
President, Faber Advertising 
Inc., Minneapolis. 
e ° - 


Salute to Sentiment 
To the Editor: I think you may 
be interested in an _ interesting 


lisher of a small weekly news- 
paper in Indiana, as it reflects 
very favorably on the attitude this 
gentleman takes: 

“We have a Thursday local 
weekly, The Greenfield Republi- 
can (cir. 450), which is an official 
| publication for legal notices. It is 
|made up of the accumulation of 


.| local matter from our daily edi-| 


tions and is eight page, eight- 
column pages, very newsy and is 
| designed for subscribers where 
|mail delivery is slow or who don’t 
have $5 a year to take the daily. 
The Greenfield Republican is 90 
years old and we keep it going 


WEEKDAYS 


ARB JUNE 1957 
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Saturday 


ARB JUNE 1957 


Station shore of Audience * 


During June 1957 WTVJ Captured 
339 (67.7%) of the total of 501 


6PM. to 10 P.M 


quarter-hour “firsts” 


. . . and remember, in the competitive South 


Station share of Audience * 6 P.M. 


to 10 P.M. 


Florida market which includes 3 newspapers, 


11 radio stations and 4 televisior. stations, WTVJ 
is the only medium giving complete total cov- 


erage of the 15 county area. 


First Television Station 
SERVING 416,000 FAMILIES 
* 1,400,000 PERSONS 


reply to a query sent the pub-|i 


partly for sentimental reasons.” 
t’s hope it continues to be 
published for a goodly ten years 
more—for 100 years! Such mer- 
itorious service should be saluted. 

Marie H. Dayton, 

Larchmont, N. Y. 


es o - 
Houston Ad in Smoky Spot 
To the Editor: We often get a 
chuckle from the juxtaposition of 
strange and diverse advertise-| 
ments complementing each other, 


ad 


\ Wesson Oil 


takes the smoke 


san of Irving 


a 
but we were more than casually 
amused when we saw the en- 
closed in the Houston Post. 

The outdoor painted bulletin on 
the roof of these establishments 
featuring Wesson oil “takes the 
smoke out of frying” immediately 
over the charred wreckage seemed 
to outdo all juxtapositions we 
have seen. 

Harley B. Howcott, 
Vice-President, Fitzgerald Ad- 
vertising Agency, New Or- 
leans. 


Eulogizes Bill Brewer, 

‘A Remarkable Man’ 

To the Editor: I would like to 
comment on the recent passing of 
a former advertising agency man, 
William A. Brewer, in Battle 
Creek, Mich. It may be that a 
biographer at some future date 
will chronicle the full and reward- 
ing life of this remarkable man. 
For me it was a priceless privi- 
lege to know him. 

Bill Brewer had so many talents 
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;—he made me feel humble at one 
moment, and great the next. And, 
|while he has been gone from the 
San Francisco Bay area for many 
years, the people he touched never 
| stopped loving him. 

Bill Brewer, of Brewer-Weeks 
Co., San Francisco (advertising 
agency), and formerly of Erwin, 
| Wasey, San Francisco, had a mind 
|that could write a Greek opera, 
embrace and use the Lynn Ellis 
|system of agency management, 
| Speak to a group of men on quali- 
tative research long before this 
technique was well known, and 
read, digest, and catalog mentally 
thousands of books and quote from 
| memory from many of them. He 
|helped prepare the Civil Defense 
|Manual of World War II under 
|Fiorello LaGuardia, who called 
Bill “Colonel” because he wasn’t 
tall enough to see the tops of his 
shoulders, while Bill was only a 
Major at that time. Bill helped 
quarter hundreds of thousands of 
displaced persons in Europe dur- 
ing World War II, and he shut- 
tled between the staffs of Gener- 
als George Patton and Omar Brad- 
ley, with special and sometimes 
secret dispatches. 

During Bill’s agency career with 
Fred Weeks, his wonderful part- 
ner, I had an opportunity to know 
and well appreciate his brilliance 
and his kindness. I was one of his 
clients. But above all, in my book, 
Bill Brewer was a man who took 
time, precious time, to help young 
folks get started in advertising. It 
was truly a labor of love, and I for 
one will always cherish the time 
and care that Bill Brewer gave 
me when I arrived in San Fran- 
cisco fresh from the University of 
Oregon. 

Charles W. Reed, 

Batten, Barton, Durstine & 

Osborn, San Francisco. 


O—Metro! 

To the Editor: It was interest- 
ing to read your observation of the 
number of products we have end- 
ing in the letter O (AA, July 29). 
However, didn’t you overlook one 
of them? For the past 26 years 
the agency has been handling a 


very important account called 
Metro. 
Walter Weir, 
Executive Vice-President, 


Donahue & Coe, New York. 


You Can’t Sell ’Em If You Don’t Reach 'Em 
and WJAR-TV Reaches More Of ‘Em y 
in The Providence Market , / 


SUMMARY DATA* f 


WEEKLY 


430,370 


*WJAR-TV Area Per 
NCS No. 2, 1956 
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WJAR-TV 
CHANNEL 10, PROVIDENCE, R. I. 
Represented by Edward Petry & Company, Inc. 
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Thompson Adds One 


Jules E. Thompson Co., San 
Francisco publishers’ representa- 
tive, has been named West Coast 
representative for Meat & Food 
Merchandising, St. Louis grocery 
trade publication. Thompson also 
has opened a new Los Angeles of- 
fice at 635 S. Kenmore Ave. 


Eschen Co. Names Klaus 

Erwin H. Klaus, former vp in 
charge of marketing of Radiant 
Heat & Cooling Corp., Santa Clara, 
Cal., has been named San Fran- 
cisco manager of Eschen Co. pub- 
lishers’ representative, succeeding 
Donald E. Kerwin, who resigned. 


yoorer — PULSE — NIEL Sey, 


NUMBER ONE RADIO BUY 
SAN FRANCISCO 


See Forjoe 


Kosy 
See Petry 


Mexico City Agencies Scatter as They 
Scramble Out of Earthquake-Scarred Offices 


By Robert S. Benjamin 

Mexico Crry, Aug. 20—The 
Mexican earthquake three weeks 
ago has left a good part of the ad- 
vertising industry here, to para- 
phrase a current rock-and-roll 
song, “All Shook Up.” 

The buildings occupied by Mex- 
ico City branches of McCann- 
Erickson, J. Walter Thompson Co., 
Dillon-Cousins, and several small- 
er Mexican agencies, were so bad- 
ly damaged they have been con- 
demned, and the agencies are now 
scattered across the city in new or 
temporary offices. 

After 14 months of renovution, 
overhauling and generally refur- 
nishing its offices—a process which 
literally had torn the place apart— 
J. Walter Thompson’s Mexico City 
branch had just completed mod- 
ernization when the quake came. 

At 3 p.m. Saturday, Manager 


Checkup Che 
cove ten tome 1 


ange over Settings 
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.».@oes one 
thing better 


Since 1929, Super Service Station has pro- 
moted one, single idea. It has consistently 
helped sales-minded gasoline service station 
operators make more money. It has con- 
scientiously helped advertisers increase their 
sales of product and service. 


It has done this one thing better than 
anybody. Only Super Service Station has 
stressed the profit-building importance of 
improving, expanding and developing sta- 
tion operations. Only Super Service Station 
has keyed its verified coverage exclusively 
to the needs and interests of the larger, more 
profitable, one-stop stations. Only Super 
Service Station offers unquestioned reader 
acceptance among the men who influence 
and control a $1014 billion annual volume. 


In planning your 1958 program, enlist the 
selling support of Super Service Station — 
it’s the one automotive trade publication 
that specializes on moving more of your 
merchandise and service beyond the gas 
pump. It does this better selling job as a 
result of twenty-eight years of understand- 
ing and developing a concentrated market. 


URE 


Irving-Cloud 
Publishing Co. 

7300 No. Cicero Ave. 
Lincolnwood 

Chicago 30, lilinois 


Pee Phone: JUniper 8-7300 


Peter Dunham escorted the archi- 
tect and decorator to the elevator. 
As he left the office, Mr. Dunham 
handed the architect the check for 
the last payment on the job. Ex- 
actly 12 hours later the building, 
the Edificio International, at Paseo 
Reforma 1, was almost a total 
shambles. 

The building, occupied not only 
by J. Walter Thompson de Mexico 
S. A., but by Dillon-Cousins and 
several smaller Mexican agencies, 
was the most important office 
building damaged by the quake, 
and so badly damaged that it has 
been condemned. 


® So wrecked was the building, 
and so precarious has been its 
foundation since the quake, that 
only a few moving men were al- 
lowed in at a time, escorted by 
police or firemen, in an almost 
“suicide squad” operation. 

JWT was able to move its files 
and furniture out within a few 
days, reorganizing its various de- 
partments in a half-dozen bor- 
rowed offices in various parts of 
town. On Aug. 7 the agency was 
consolidated in a new building at 
Melchor Ocampo 369, some dis- 
tance from the center of town. 

The agency estimates its loss at 
approximately $20,000, but the in- 
surance is uncollectable since none 
of the furniture was damaged and 
the actual partitions and decora- 
tions were not destroyed, although 
the building was a total loss. 

Luis Dillon, president of Dillon- 
Cousins, moved all of his files out 
of the condemned building and in- 
to new offices at Vallarta St. al- 
most before the dust had settled. 


@® Elsewhere, McCann-Erickson 


|suffered heavy damages and the 


loss of its luxurious new offices 
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olivetti . 
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Advertising Age, August 26, 1957 
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SCHOOL DAYS—Olivetti Sales Corp. is using this color window and 
counter card by French artist Savignac for the back-to-school sell- 
ing season. Geyer Advertising, New York, is the agency. 


into which it had moved less than 
a year ago. Its building at 4 Calle 
la Fragua, up the street from the 
U. S. Embassy, was one of the most 
modern in the city. One entire side 
fell off in the pre-dawn quake. 

Roland “Ronnie” Welch, McCann 
president, found several friends 
willing to house various sections of 
his executive staff, the major part 
of which is now temporarily en- 
sconced in a large unpartitioned 
floor in the old building of Esto, a 
Mexico City newspaper. 

Mr. Welch conducts staff meet- 
ings and administers his scattered 
agency by phone from his apart- 
ment on the Paseo Reforma. Al- 
though he hasn’t disclosed the 
amount of the damage, it is be- 
lieved to be considerable. The 
agency’s offices had been the most 
luxurious in town and the fittings 
are considered an almost total loss. 


“why we buy 


by 


ROY B. JOHNSTON 
Advertising Manager 


NATIONAL STEEL 
CORPORATION 


“In these days we feel it is an obligation for a company to 
make itself known to the investing public as something more than 
a name On a certificate. Our advertising purpose is to answer such 
questions as: Who and what is National Steel? Where are its plants? 
What products does it make? To what markets does it sell these 
products? In what form do they reach the ultimate consumer? We 
regard Barron's as an important medium through which to convey 
this message to investors and the financial community.” 


Barron's is a prime source of information for 85,973 
subscribers —financially-literate, investment-minded individuals in 
America’s key finance centers. This is the audience that can help 
you reap profits from your advertising. BARRON'S is the publication 
for people whose interest in your company is second only to yours! 


BARRON’S—The Financial Weekly 


NEW YORK ‘SV Broadway 

CHICAGO 711 W. Monroe St. 
BOSTON 
LOS ANGELES 2999 W. 6th Sr. 


BARRON'S 


Leaven of Capital 
rome Ot At 


ADV. & P.R. EXECUTIVES 
We'll gladly send next 4 issues to 
your home, free, to acquaint you 
with Barron's profitable content! 


BARRON'S” 


388 Newbury St. 


Weekend 


MAGAZINE 


The 
biggest 
single 
selling 
force 
in 


Canada 


Greatest Circulation 
— 500,000 more than the 
next publication 


Greatest Coverage 
— 2 out of 3 of all the Eng- 
lish speaking urban families 


a 
Greatest Dollar Volume 


— half again as much as any 
other magazine. 


Represented in the United States by: 


O'Mara & Ormsbee — 
New York, Chicago, 
Detroit, Los Angeles, 

San Francisco 


Weekend 


MAGAZINE | 
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Armour Unifies 
Food Ads at Ayer; 
FC&B Unaffected 


(Continued from Page 1) 


of the total account. The remain- 
der of the company’s billing is 
with six other agencies, which | 
handle non-food products and ad- 
vertising for Armour subsidiaries. 
The lion’s share is with Foote, 
Cone & Belding, which has Dial 
soap and other products. AA esti- 
mated that Armour invested $21,-| 
000,000 in all advertising last year 
(AA, Aug. 19, °57). 

Kenneth Laird, president of 
Tatham-Laird, told AA that Ar-)| 
mour asked the agency several} 
weeks ago if there would be addi- 
tional efficiency for Armour in 
consolidating all of its food prod-| 
ucts advertising through one agen- | 
cy; if T-L could offer the company 
any additional functions without 
charge, in view of increased bill- | 
ings, and if T-L could take the full 
account if Armour decided on one 
agency. 


® The agency told Armour that it 
could not handle the whole ac- 
count since it would conflict with 
Fluffo (Procter & Gamble), Sure- 
champ (General Mills), and sev- 
eral Swanson products (Campbell 
Soup Co.). 

The agency also told Armour 
that there was no additional func- 
tion it could offer the packer with- 
out seeking extra compensation. 

“We told them that we could not 
visualize any economies resulting 
to Armour from their placing the 
balance of their food advertising 
expenditures in our hands, be- 
cause we would be obliged to pro- 
vide an equivalent amount of 
additional talent and_ services,” 
Mr. Laird said. 

It also was pointed out to Ar- 
mour that the overwhelming trend 
among big successful marketers 
of consumer food products has 
been in the direction of multi- 
agency operation, Mr. Laird said. 
All but two of the food companies 
listed in the top 100 advertisers 
have more than one agency, he 
added. 


s “We did not succeed in convinc- 
ing them that they were turning 
back the clock in going to single- 
agency operation, and they pro- 


ceeded to make a decision which | 


they had every right in the world 
to make,” Mr. Laird said. 

“This decision on policy auto- 
matically ruled us out. The Ar- 
mour people were good enough to 
tell us that the decision had no 
relation to the agency’s perform- 
ance; that, in fact, we had done 
some of their finest advertising 
and promotional work,” he added. 

Armour’s initial move away 
from a one-agency structure for 
food products occurred in May, 
1954, when it moved food products 
billing $4,000,000 out of Foote, 
Cone & Belding. This left FC&B 
with only non-food items. 

Two weeks later Armour as- 
signed canned meats and pet foods 
to Henri, Hurst; sausage and 
smoked meats (ham and bacon) to 
Tatham-Laird, and dairy, poultry 
and margarine divisions and frost- 
ed meats division to John W. Shaw 
Advertising (AA, May 17 and 31, 
54). 


es A year later Armour gained still 
another agency when it moved pet 
foods (notably Dash dog food) 
from Henri, Hurst to Ayer. The 
packer also took canned meats 
away from Henri, Hurst and as- 
signed them to Tatham-Laird. 
Later the same year Armour 
dismissed John W. Shaw and 
moved refinery products, frosted 
meats and dairy, poultry and mar- 
garine divisions, plus advertising 


ee 
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RAMPAGING RACCOONS—The raccoon coat madness which overtook 

New York (AA, Aug. 19) now has moved on into Chicago, where 

Station WCFL is using a coonskin contest promotion and also tied 

in with State St. Days, major Loop retail event. Here WCFL early 

morning disc jockey Sonny Mars parades with four girls from Sabie 
Models Unlimited. 


i 


ete 


for four Armour departments and 
two subsidiaries, from Shaw to 
Ayer. Chiffon flakes and liquid 
detergent, Armour Suds and Perk 


soap were moved from Shaw to 
FC&B (AA, Oct. 17, 55). Other 
than some minor changes, the 


agency setup has remained stable 
since that time. 


® The most recent switch will not 


| 


Helene Curtis 
AddsMcCannto — 


Agency Roster 
Agency hoster — 
(Continued from Page 1) | 


“We Want Same Treatment As Paid 
Magazines, Not Lower Rate’: NBP 


(Continued from Page 1) 


gested NBP confine itself to testi- 
mony which would enable the 


;}committee to decide whether the 


legislation would be good for the 
postal service. 

NBP’s presentation ran into stiff 
resistance from Sen. A. S. (Mike) 
Monroney (D., Okla.), who ex- 
pressed fear that “once you break 
the sound barrier” and eliminate 
the paid circulation requirement 
the controled publications would 


|be back demanding equal rates. 
When NBP members argued that | 


the only difference between their 
publications and the publications 
receiving low second class rates is 
in method of distribution, Sen. 
Monroney commented he couldn’t 
understand why they are satisfied 
to ask for half a loaf. 

Sen. Richard Neuberger (D., 
Ore.), thought the differences be- 
tween paid and controled publica- 
tions arise “from the fact that the 
government subsidizes the adver- 
tising industry” with low postal 
rates. As a solution he suggested 
it might be wise to pass a law spe- 
cifying that all advertising mate- 
rial shall pay its full share of post- 
al operating costs, with costs ap- 
portioned against magazines in 
proportion to the percentage of 
advertising they contain. 


s At least one committee member, 


affect products handled by other| plum in the shift, bills about $3,-|Sen. Joseph S. Clark (D., Pa.), was 
Armour agencies. FC&B will con-| 000,000. It is estimated that Mc- | impressed with testimony that con- 
tinue with Dial soap and Dial | Cann picked up between $3,500,-|troled magazines are one of the 
shampoo, Chiffon soap flakes and|000 and $4,000,000 in additional | few classes of mail users who come 


liquid Chiffon, Armour Suds, 
chemicals and industrial advertis- 
ing. The chunk of business repre- 
sents the large majority of billings 
not in the Ayer shop. 

Other Armour agencies and the 
products or subsidiaries they han- 
dle are Ladd, Southward & Bent- 
ley Inc., Armour Veterinary Lab- 
oratories; Jordan, Sieber & Corbett 
Inc., bio-chemical department of 
Armour Laboratories, pharmaceu- 
tical products; Liller, Neal & Battle 
Advertising, Atlanta, fertilizers; 
Chambers & Wiswell, 


billings. 


|e Gordon Best—Suave for men 
_and women, Creme shampoo, Lan- 
| Olin lotion and Helene Curtis beau- | 
ty shop division, which it handled | 
before; the entire Lentheric line, | 
picking up Tweed Fragrance sham- 
|poo from Weiss and the Lentheric | 
|fragrance line from Ludgin. Best | 
|also was assigned to a new men’s 
product to be marketed within the 
next 30 days. 
e Weiss—Lanolin Discovery,| 


} 


|close to “paying their way” in the 


Post Office. When Sen. Monroney 
chided publishers for failing to 
press for the same rates as second 
class publications, Sen. Clark in- 
jected, “Perhaps they feel the oth- 
ers should be paying higher rates.” 

NBP_ witnesses. protested it 
verged on libel for newspaper as- 
sociations to compare controled 
circulation business publications 
with “throw-aways” and “junk 
mail.” 

In his testimony, Mr. Conover 


Boston, | King’s Men grooming aids, Enden|said both paid and controled cir- 


Chamberlain & Co. meat products;|dandruff treatment shampoo,|culation “have proved themselves 


Merrill Kremer Inc., 


Memphis,| which it had before, and Stopette,|to be of great value” in the busi- 


Memphis Packing Co., and Ketch-| previously in the Ludgin shop. Al-|ness paper field. He said paid cir- 
um, MacLeod & Grove, Pittsburgh, | though the agency declined to dis-| culation is more widely used in 


Pittsburgh Provision & Packing 
Co, = 


Pilkington Named to Direct 
Reno Industrial Development 
D. G. Pilkington, one time ad- 
vertising sales representative for 
ADVERTISING AGE 
and Industrial 
Marketing, has 
been appointed 
director of the 
Western Nevada 
Industrial Devel- 
opment Commis- 


which aims to 
attract industry 
and commerce to 
the Reno area, is 
jointly sponsored and financially 
supported by the city of Reno, the 
adjoining city of Sparks and the 
chambers of commerce of both 
communities and Washoe County 
in which both cities are located. 
Mr. Pilkington will continue his 


D. C. Pilkington 


research and consultant operations | 


with headquarters in Reno instead 
of Chicago. 


Jann & Kelley Adds Two 
Jann & Kelley, newspaper rep- 
resentative, has been named to 


represent the Topeka Capital and| 


State Journal and the Kansas City 
Kansan, published by Stauffer 
Publications. The papers were for- 
merly represented by Capper Pub- 
lications, former owner of the Cap- 
ital and Kansan. 


sion. The devel-| 
opment program, | 


j}cuss figures, AA learned that 
Weiss will add about $1,000,000 in | 
}extra billings. Stopette alone bills 
| between $1,000,000 and $1,500,000. 


| 

|@ Everyone seemed to be very 
pleased with the new arrange- 
ments, particularly McCann. Al- 
though McCann already has some 


cosmetic business, Dorothy Gray | 


|Ltd., New York, it will retain all 
the Gray business as there are no 
competing products. 

| AA learned that Best will prob- 
jably realize between $500,000 and 


fields that are more stable and 
where readers are more readily 
accessible to subscription sales ef- 
forts, while controled circulation is 
stronger and more flexible in 
swift-moving, fast-changing fields 
where individual turnover and job 
shifting is greater. 


s At several’ points senators com- 
mented that the willingness of 
people to pay money for a sub- 
scription represents an act which 
provides evidence they really want 
the magazine. In answer to this 


| $1,000,000 in additional billings. It 
was estimated that all of the agen- 
cies now have _ roughly 


000 advertising account. 

George M. Factor, vp in charge 
of advertising, told AA that he 
talked to about 
seeking a successor for Ludgin, 
which was dropped last month 
(AA, July 22). = 


equal | 
shares of the company’s $12,000,- | 


i “Tf 
» inc ton | . ae s : . 
14 agencies in| maintaining his circulation on a 


P. M. Fahrendorf, vp of Chilton, 
said there are abuses among both 
paid and controled publications, 
citing group subscriptions as one 
of the poorer forms of paid circu- 
lation. 

the cost of securing and 
paid or free basis is excessively 
high, the advertiser is being over- 


|charged or else the publisher is 


losing money,” he said. 


| Plough Adds Coppertone Lid. 

| Plough Inc., Memphis, has ac- 
| quired Coppertone Ltd. of Toronto. 
Earlier this year Plough bought 
|Coppertone Sales Corp., Miami. 
|Coppertone Ltd., maker of suntan 
products, operates in 16 countries 
besides Canada. 


Baash-Ross Names Zogratos 
E. C. Zografos has been appoint- 


ed manager of advertising and | maintaining “an unfair competitive |of local accounts. 
advantage in favor of his paid cir- 
culation business magazines over 
controled circulation magazines.” 
Mr. Adams said Mr. Gerardi had 


| sales promotion of Baash-Ross Tool 
Co., Houston. He has been with 
the company since early this year 
as assistant advertising manager. 


|@ NBP’s attorney, Albert F. Ad- 


ams, said J. A. Gerardi, exec vp 
of McGraw-Hill, and Richard D. 
|Green, Washington representative 
lof the National Editorial Assn., 
were the only two sources of op- 
|position which his association 
could identify. 

Mr. Adams said he believed Mr. 
Gerardi was interested solely in 


|expressed opposition in a letter to 


the Post Office Department, but 
“We know of no other act of op- 
position by Mr. Gerardi.” 

The NBP counsel said Mr. Green 
seemed to be the source of the let- 
ters and telegrams. He told the 
committee NBP had talked with 
Mr. Green and offered to revise 
the bill to insert language which 
would clearly eliminate any possi- 
bility that shopping newspapers 
would qualify as controled publi- 
cations, but that Mr. Green was 
not satisfied. 

“We take the position,” Mr. 
Adams said, “that if the interests 
of the newspapers are not impeded 
by this bill, Mr. Green’s objection 
/can only stem from a non-newspa- 
| per source.” 

His effort to convince the com- 
|mittee that newspapers have no 
| stake in the bill was rebuffed by 
|Sen. Carlson, who produced a let- 
ter from Cranston Williams, ex- 
ecutive manager of the American 
Newspaper Publishers Assn., ex- 
pressing regret that proposals to 
change second class requirements 
lare being considered in the short 
time before adjournment. Noting 
that Mr. Williams has always been 
highly respected by committee 
/'members, Sen. Carlson told the 
|committee that ANPA based its 
‘opposition on the fact that publi- 
'cations which fail to meet all sec- 
ond class qualifications, including 
paid subesription lists, should not 
| get second class entry. 


s Russell L. Putman, president of 
'Putman Publishing Co., summed 
lup by arguing that no paid maga- 
zine would be hurt by the bill 
“unless it is affected by the fact 
that its controled competitors 
‘might be granted relief from dis- 
criminatory legislation.” 

He said the chief beneficiary of 
the existing situation is “one pub- 
lishing company” which owns 33 
jor more paid specialized business, 
industrial and trade magazines, as 
well as a powerful book division. 
He said this company already ac- 
counts for $85,000,000 out of a total 
/$400,000,000 income for business 
publications, and that failure to 
eliminate the present “handicap” 
on competitors might enable it to 
secure “even greater domination 
lover the field.” = 


Maid M. Montgomery 
Joins Henri, Hurst 


with Accounts, Staff 


| CnHicaco, Aug. 22—Maid Marion 
| Montgomery, president and crea- 
tive head of Stubbs & Montgomery, 
which she founded in 1939, will 
join the executive staff of Henri, 
Hurst & McDon- 
ald Sept. 1, tak- 
ing with her all 
Stubbs & Mont- 
gomery accounts 
and staff. 

Miss Mont- 
gomery bought 
out co-founder 
Elizabeth Web- 
ster Stubbs in 


1946. 
At Henri, 
Aiapes  ONTR Hurst Miss 


Montgomery will service her ac- 
counts, work with the creative de- 
partments and help develop new 
| business. 

Among the accounts that will 
move with Miss Montgomery are 
|The House of Vision, several oth- 
er optical companies, Rothmoor 
Corp., Dermott Inc. and a number 


Elizabeth Henke, art director, 
‘Katharine Fansler, account exec- 
utive, and other staff members 

will join Henri, Hurst. = 
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Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Closing deadline: Copy in written form 
in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $17.75 per column inch, and card 


discounts, size and frequency apply. 


HELP WANTED 


HELP WANTED 


An important preduction managership in 
leading 4-A Southeastern advertising 
agency with 7-figure billing opens a high 
potential career to the right man. This 
man is a “pro” with complete grasp of 
all the production processes; his knowl- 
edge of type will only be exceeded by 
his good taste in its use. He knows a 
well-organized, systematic production de- 
partment can contribute as much as all 
our other highly capable departments to 
the success of this agency. He can take 
over now as a one-man department with 
capable traffic gal and build the depart- 
ment from there. $6,000 to $7,200—plus 
profit-sharing and other benefits. Write: 
Henderson Advertising Agency, Insurance 
Bidg., Greenville, South Carolina. 


MOLENE 


Editors . Public Relations 
Copywrite .. Advtg Managers 
Artists ......Media roduction ....... Service 


“all is grist which comes to our mill” 
Andover 3 4424-105 W. Adams St., Chgo. 3 
PREFER NEWSPAPER WORK? 
Young, aggressive local retail display 
salesman (male or female), at least three 
years’ diversified experience, wanted by 
expanding N. J. daily in N. Y. metropol- 
itan area. Salary and bonus. Liberal 

fringe benefits. Reply to: 

Box 9814, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 
stating experience and salary require- 
ment. Mention references. 
PUBLIC RELATIONS 

Small Michigan Ave. ad agency seeks 
go-getter to head department. We have 
basic accounts. Young, good education 
and experience. Salary open. Send resume 

Box 9828, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

ADVERTISING REPRESENTATION 
needed for established magazine pub- 
lished by leading international women’s 
service organization. Contact Mrs. Honor 
Gregory House, 2157 Euclid Ave., Cleve- 
land 15, Ohie, MAin 1-7822. 

EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E .Ohio St., Chgo. Su 7-2255 
ARTIST 
Seek good all-round artist capable of 
doing comprehensive layouts and devel- 
oping finished art. Michigan Ave. agency. 

Top working conditions. Salary open. 
Box 9829, ADVERTISING AGE 
200 E. Ulinois St., Chicago 11, Illinois 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 So. State St., Ha 77-1991 Chicago 
MAGAZINE PUBLISHER 
NEEDS CIRCULATION PROMOTION 
HELP 


If you are a young man with direct mail 
copy writing experience this position will 
interest you. Excellent opportunity to 
advance as Assistant to Circulation Direc- 
tor. College degree and magazine experi- 
ence desirable but not essential. Attrac- 
tive salary, profit sharing, pension, group 
insurance, and other fringe benefits 


| ARTIST—be Agency 


Art Director years 
before you dreamed it possible. Grow 
with us. We’re so young you can’t go 
anywhere but up. Friendly, low-cost, 2- 
college town of 15,000. MidAmerica Adv. 
Agcy., Box 328, Emporia, Kansas. 


ADVERTISING MANAGER 
Leading men’s wear manufacturer's con- 
tinued growth requires replacement of 
present ad. mgr. moving up. Experience 
in agency, manufacturer and/or retail 
soft goods - desirable. Under 40-essential. 
Challenge and opportunity come with 
administration of top industry budget and 
director of planning and creation of large 
consumer campaign, trade and consumer 
direct mail, point-of-sale and dealer aids, 
self-service fixturers, salesman _ selling 
materials and all product packaging. 
Complete, confidential resume, including 
present income, will pave way to more 
extensive enumeration of opportunities 
inherent in this position. 

Box 9827, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ART DIRECTOR 

In 3 years, this small, aggressive Chicago 
ad agency has tripled its size with a 
variety of natl. accts. Now we need an 
experienced art director (Chicagoan) ca- 
pable of delivering sharp, crisp layouts— 
who's at home keylining and producing 
finished art as he is supervising free- 
lancers. He can visualize and produce 
sound merchandising ideas and work 
with production people. He’s had agency 
experience, and wants to grow with us. 
Salary commensurate with experience, up 
to $10,000 plus bonus. Replies confidential 
Call Mr. Simmons, Michigan 2-4990 for 
appt. 


MARKET RESEARCH 
Require statistical researcher-librarian ca- 
pable of developing market information 
for media. Relocate metropolitan South- 
ern city. Send resume, age, marital status, 
salary to: 

Box 9825, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Dlinois 

SUCCESSFUL new merchandising medi- 
um-fully proven-needs top salesmen to 
call on food, drug manufacturers with 
High Income side line. New York, Chi- 
cago, Boston, other major markets. Lib- 
eral commission. Ne investment. Send 
full resume, 120 Delta, Buffalo 26, N. 


Y.| 


POSITIONS WANTED 


REPRESENTATIVES WANTED 


MARKETING: 

At present Head of Field Marketing 
| Service Dept. at 4A agency. Highest ref- 
| erences. Resume furnished on request. 

| Box 9769, AD\ ERTISING AGE 

200 E. Illinois St.. Chicago 11, Illinois 


Well established Hollywood producer of 
television commercials wants Chicago 


and film knowledge. Write: 
Box 9841, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


FARM MARKETING SPECIALIST 
| Available for management or supervisory 
position with manufacturer of ad agency. 
8 years experience in Agricultural Sales, 
Sales Promotion and advertising. Early 
30’s. Married. Now employed. Will relocate 

Box 9831, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Creative Art Dir. with “growing pains”, 
ll yrs. top national account exp. wants 
to join stimulating ad team, $12,000. 
Box 9832, ADVERTISING AGE 
200 E Illinois St., Chicago 11, Mlinois 


PUBLIC RELATIONS ASS’T. Personable 
| young lady interested in Public Relations 
field. 2 years Publication and Copy back- 
ground. Degree, Cand. for Masters. N. Y. 
| Box 9833, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 

Secretary executive level administrative 
| ability with 12 years agency experience 
incl. consumer and industrial, seeks re- 
sponsible position in Phila. area 

Box 9836, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 

Advertising-Marketing Executive 
Alert, aggressive 4-A account executive 
experienced in marketing, sales promo- 
tion from agency and advertiser levels. 
Strong food, beverage, household fields. 
Capable, seasoned; holds old accounts, 
develops new business. Excellent record: 
success stories on creative copy, mer- 
| chandising. Complete resume air-mailed. 
Prefer Mid-West or West. 

Box 9834, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
FREE LANCE ART 
Furniture Lettering Layouts 
cartoons spots illustrations 
Box 9835, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y 
CAPABLE EXPORT MAN 

Wishes to better himself, can strengthen 
|the sales operation of your exporting 
| clients. Prefer Chicago location. 35 yrs 
| Ex-GI. 10 yrs. export experience. Liberal 
| Arts Degree. Excellent background. Will 
appreciate your help to contact right 
| firm 


Box 9837, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Lilinois 
Experienced Space Salesman 

Proven ability to increase space sales in 
competitive situations. Self-starter. Pres- 
ently employed. Industrial field, excellent 
| contacts, midwest territory 
| Box 9840, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


EXECUTIVE SECRETARY-ASSISTANT 
Fifteen years experience working with 
some of our finest creative advertising 
executives 

Box 9838, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, lilinois 


ASST. ART DIRECTOR-ILLUSTRATOR 
Publisher of Catholic school periodicals 


wants man experienced in editorial lay- 


out, design, and production, capable of 
illustrating for juveniles (6-14 years) 
Give details of experience, age, salary 


| expected. Samples will be returned. Send 

reproductions only. Write Art Dept., Geo. 
A. Pflaum, Publ., Inc., 38 W. Fifth St., 
Dayton 2, Ohio. 


PRODUCTION MAN 
Fed up with L.I. commute? 
Know printing, buying, traffic control. 
Ready to grow with mid Long Island's 
fastest growing, national agency. Salary 
|plus profit share, plus work near home 
| Will consider any man or gal any age 
who knows and really wants “in.”’ Mail 


ADV. MGR. OR A.E. 
Seasoned but not stilted 7 yrs. hvy. exp. 
retail & mfg. A.M., Ag. copy-AE. Good 
adm. ability, exc. creative 
| Box 9839, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


FRANCIS A. HARPER 
| (one of Chicago's best copywriters 
petent copy chief and creative director) 
is out of a job for the 
| years. If you want to 


first time in 
add strength 


117 W. Schiller St., 
MOhawk 4-0072. 


Chicago 


SALES REPRESENTATIVES WANTED 
to expand new consumer publication in 
radio - TV - hi-fi field. Exclusive terri- 
tories plus top commission. Write stating 
experience to: 

Box 9842, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Advertising Age, August 26, 1957 


sales representative. Should have agency ; 


Our 46th Yoor 
COPY, Consumer & tech. Contact 


r. desirable, not required $15-20M 
TV-RADIO., Writer, agcy o $15M 
-~RADIO. Dir.-Producer $13-15M 
ACCT. SUPERVISOR 
Earth-moving equipment $12-15M 


TV ARTIST $10-14M 
ART DIRECTOR, agency 
ADV. MANAGER to 


GLADER CORPORATION 


Don Harris, Dir., Adv. Div 


110S. Dearborn 'CE-6-5353 Chicago 


BUSINESS OPPORTUNITIES 

INTERESTED IN MERGING? 
If you are a one, two, or three-man 
agency and would like to join hands with 
a sincere group in a_ well-established, 
well-financed 4A agency, please send a 
brief outline of your thinking. We believe 
in teamwork; have excellent facilities to 
share in good Chicago location. 

Box 9822, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


PUBLISHER SPACE SALESMAN 
WANTED 

Outstanding opportunity 
sales coverage of Eastern Territory for 
leading ublication in automation and 
control field. Applicants must have in- 
dustrial sales .xperience preferably with 
instruments and control equipment. 
Publisher employee with salary plus 
commission. Submit complete résumé to: 
Box 701, Advertising Age, 200 E. Illinois 
Chicago 11, Illinois 


for exclusive 


TEST RURAL SUBURBIA IN SANDERS 
10 GENESEE VALLEY PUBLICATIONS 
Geneseo, N.Y.-Special comb. rate covers 
87,000 prosperous people in 4 counties. 
For Sale - long-established, highly re- 
garded trade journal. Considered best in 
industry. Grosses approximately $60,000; 
good potential. Ideal for small publisher. 
Principals only. 
Box 9843, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


PROMOTION 
AND 
PUBLICITY 
MANAGER 

For leading British car manu- 
facturer firmly established in 
U.S.A. Essential requisites: 
initiative, intelligence, sound 


promotional and_ publicity 
capabilities for developing 
nationwide dealer network. 


Age: 35-45. A very real and 
challenging opportunity for 
exceptional keenness and in- 
telligence. Send in complete 
confidence full background 
and experience to Box 728, 
ADVERTISING AGE, 480 
Lexington Ave., New York 


com- 


10 
to 
| your creative department, write him at 
10. Phone 


17, N.Y. 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 


DEARBORN 2-1062 


| 


107 N. LASALLE, CHICAGO = ILLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


| resume fast to: 
Box 9830, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y 


Send complete resume to: 
Box 9826, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


A SOLUTION TO THE CRISIS FACED 
BY MANY SINGLE-MAGAZINE 
PUBLISHERS! 


If you are a single-magazine publisher today, you realize fully 
how seriously you are caught in the squeeze of high costs and 
tougher competition. A recent study has shown that over half of 
all business magazines with an income in the $150,000 bracket are 
losing money. (And, even if you are successful the “squeeze” is 
draining your profits.) 

You don’t want “conversation.” You need a solution and you 
need it NOW. Here it is: 

Today's publishing cost problems for the smaller publisher 
can be met practically only by the multi-magazine house, in which 
only a share of the total overhead is charged against any one 
publication and in which extensive production, promotion, edi- 
torial and sales facilities are made available to each publication 
as required. 

We operate such an organizatién. We are now interested in dis- 
cussing with principals a new program—in which you can RE- 
TAIN YOUR IDENTITY—to bring additional magazines and 
their publishers into our organization. Under this program, already 
successfully in effect, you may become a permanent participant 
in our over-all company activities, or, if you prefer, can set up a 
publishing plan that will lead to early and profitable retirement. 

There are a number of very interesting facets to this program. 
We have a great deal to offer you if your publication is basically 
sound. We welcome the opportunity to visit with you and discuss 
our program and plans for its immediate activation .. . in detail 


and complete confidence. 
ah 


DAVIDSON PUBLISHING COMPANY 
NEW YORK @ CHICAGO ¢@ DULUTH 


PLEASE REPLY TO DULUTH OFFICE 
405 E. SUPERIOR ST., DULUTH 2, MINN. 


MAGAZINE COPYWRITER POSITION OPEN: 


This opportunity is with a long-established, successful ad- 
vertising agency. Location in a pleasant, mid-western city. 
Responsibilities require a good background of experience in 
creative writing for national and specialized magazines on an 
account with substantial expenditures. Applicant must be 
an enthusiastic, experienced outdoorsman—this is a basic 
qualification. Age, preferably between 35 and 45. Salary open. 
For consideration, write us a complete “tell-all” letter, en- 
closing specimens of creative writing and a recent snapshot. 


Box 702 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


PRODUCTION SPECIALIST 
INTERESTED IN WRITING 


OR 
A WRITER INTERESTED 
IN PRODUCTION 


Advertising Requirements, sister publication to Aarons 
an immediate opening as editorial production coordinator fo 
roduction specialist who is interested in writing on production sub- 
ects ... or a business paper writer who is interested in production. 
A_ knowledge of magazine layout, type, engraving and the handling 
of art is essential 
Anyone who is acquainted with Adve Requirements knows that 
this is not just a hum-drum production job. ere will be plenty of 
variety—an opportunity to work with Interesting material . . . to 
meet interesting people ... to do interesting things. 
We'll be glad to consider production people who are not interested in 
writing, too. But the desire to do a non-routine editorial layout and 
| roduction job is a must. Both men and women will be considered 
or this opening. Starting salary will depend upon experience. 
If this opportunity interests you, send a résumé, salary requirements 
a a recent photograph, if possible, to 


Dick Hodgson, Executive Editor, 


Advertising Requirements, 
200 E. Illinois St., Chicago 11, til. 


Age, has 
f either a 


CARTOONS 


ee eg) grr by America’s favorite 
cartoonists. For Advertising, House Organs, 
Trade Publications. Samples-prices on request. 


CARTOONS-OF-THE-MONTH, ROSLYN 2, N.Y. 


The Midwest's 
outstanding placement 
service for Adv. - Art & 

allied fields. 
ve 


appointment only 
MADISON - SUITE 1417 


CHICAGO 2, HLL. 
CEntrol 6-5670 
TOP-NOTCH ART DIRECTOR 
WISHES TO RELOCATE IN MIAMI 


AREA. 13 YRS. WITH 4A AGENCIES. 
CAN DO CRISP LAYOUTS AND QUALITY 
FINISHED ART. 

Box 725 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, IMlinois 


PRODUCTION MANAGER 
ADVERTISING AGENCY 


Staff expansion program of medium sized 
midwestern agency offers unusual oppor- 
tunity for capable man to relieve present 
production manager for growing respon- 
sibility as client service executive Agency 
experience not necessary, but broad 
mechanical production experience desir- 
able on both ads and collateral. Agency 
has good growth record, excellent reputa- 
tion, profit-sharing and other group bene- 
fits. Prefer man of 25 to 35—-salary open 
Send full details of experience and earn- 
ings first letter, also snapshot or photo 


Box 727 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, INlinois 


TIRED OF THE HUSTLE AND BUSTLE 
of the big city? Longing for the com- 
forting and relaxing atmosphere of a 
quiet, progressive mid-west commu- 
nity? 

Then you'll really enjoy the beautiful 
Rock River Valley! Expansion in our 
staff creates an opening for proven 
space salesman in mid-west area. This 
job involves 50% travel from home 
office. Salary, profit-sharing, group 
insurance, and other fringe benefits. 
Send complete résumé to — E. E. 
Ruther, Watt Publishing Co., Mount 
Morris, Ill. 


ADVERTISING MANAGER 
$12,000 
Background in electronic products 
and/or electrical components nec- 
essary. Must be creative, know pro- 
duction and print media, including 
collaterals. Some P/R experience. 
For confidential representation, con- 


tact— 
GEORGE E. PYLKAS 
Executive Advertising Consultant 
CADILLAC ASSOCIATES, INC 
220 S. State St. « Chicago « WA 2-4800 


WE’RE AVAILABLE! 


To clients or agencies with 
Southern interests, we offer top 
notch public relations services 
anywhere South of the Mason- 
Dixon. We have excellent all- 
media contacts, particularly in 
Florida, and a host of additional 
services including complete mo- 
tion picture and TV film facili- 
ties and area surveys. Save 
excessive payroll and travel ac- 
count expenses by utilizing an 
established Southern firm. Con- 
tact 


Public Relations of Florida, Inc, 
Suite 100, Avant Building 
201 W. Park Avenue 
Tallahassee, Florida 
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No Decanters 


for National's 
Brands This Year 


(Continued from Page 3) 
of whisky in fancy packages and 
have more confidence in standard 
bottles, and (5) wholesalers are 
opposed to the increased use of 
holiday decanters because of post- 
holiday inventory problems. 

Alynn Shilling, vp in charge of 
advertising and sales promotion, in 
discussing National’s holiday ad- 
vertising program, assailed weird 
ad copy, exaggeration and pseudo- 
scientific motivation research. 

“Modern advertising,” Mr. Shil- 
ling said, “is not a genii, it has no 
magic elements. It is an increasing- 
ly growing expense for most cor- 
porations. But in this era of abun- 
dance in this country, in this era 
of fabulous production, the mass 
marketing of goods would literally 
drop dead if, by some strange 
quirk, the medium of communica- 
tion with our public, which is ad- 
vertising, disappeared. 

“It is a truism to say that Amer- 
ican advertising techniques are the 
channels, the funnels, the highways 
over which all the goods we pro- 
duce reach the consumer. 

“TI will not deny,” he said, “that 
on the negative side there exists 
deserved criticism. Those of us who 
do not believe in Santa Claus, find 
ourselves increasingly concerned 
with outlandish claims appearing 
in advertising which, on their face, 
are ridiculous.” 


® Quoting from an article that ap- 
peared recently in Harper’s Maga- 
zine, Mr. Shilling said that he and 
“all reasonable men in this busi- 
ness heartily agree: ‘I have grown 
very tired of clever ads, the ads 
that have to be reread before you 
can tell what they are supposed to 
be advertising. I am weary of men 
sitting on horses, perched in trees, 
riding in hand cars. I am wearier 
still of men with beards, eye 
patches and tattoos. I am even 
bored with pictures of girls, emaci- 
ated girls, striking odd poses with 
neckties or perfume for men, and I 
am sick of ads written in bad Eng- 
lish.’ 

“Another subject I should like to 
touch upon,” Mr. Shilling said, “is 
the increasing tendency on the part 
of some corporations, agencies and 
advertising managers, and alleged 
scientists, to make advertising a 
matter similar to the exact sci- 
ences, such as physics and metal- 
lurgy. 

“We are told that the very com- 
plex and unpredictable factor, the 
human mind, can be conditioned 
to react as desired merely by ex- 
posing it to the prescribed stimulae. 
There may be some slight element 
of truth in this connection, but I 
have too much respect for the hu- 


EXPERIENCED 
GRAPHIC ARTS SALESMAN 
To represent established, quality art 
and design organization. Possibilities 
unlimited. Must understand graphic 
arts industry thoroughly. Chicago. 
Box 730 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Tl. 


man mind to believe that human 
beings can be taught like a seal to 
react to a piece of fish. 

“In the practice of psychiatry, 
upon which much of this so-called 
scientific advertising surveying is 
based,” Mr. Shilling said, “a pro- 
fessional psychiatrist will spend as 
much as 18 months, three times a 
week, to come to a conclusion with 
respect to one individual’s motiva- 
tions. 

“If it takes this much time, en- 
ergy and patience to determine the 
motivations of one individual, how 
can we find out what prompts the 
response of millions of people to 
buy or not to buy a certain prod- 
uct? 

“There is no exact or infallible 
formula for effective advertising,” 
he said. “Certainly, however, at 
the top of the list of advantageous 
ingredients designed to produce 
good advertising, would be the de- 
pendable, proven element of good 
common sense. Closely associated 
must be the element of good taste 
and believability.” 


# Commenting on tv commercials, 
Mr. Shilling said that he was 
thankful that liquor advertisers 
have elected not to use tv and radio. 

“It is horrifying to picture,” he 
said, “what commercials might be 
like if liquor advertising appeared 
on tv and radio. Flamboyant claims 
made by non-liquor advertisers, 
even if slightly approached by a 
distiller, would cause turbulence in 
Washington that would rattle win- 
dows.” 

He deplored the use of the type 
of copy both in print and on the 
air which makes it appear that “a 
few dabs of cold cream would give 
a woman allure even if she had a 
middle-age spread.” 

What is needed in all advertising, 
he said, is “more good sense, good 
taste, honesty and believability in 
advertising copy and less of the 
hidden-persuader’ attitudes. of 
Madison Ave.” 

John A. Farrell, sales promotion 
manager, told the meeting that 
during the past decade liquor store 
point of sale promotion has been 
influenced more and more by self- 
service merchandising, and that 
the trend is likely to increase. 
Whisky today, he said, is being 
purchased by self-service-minded 
shoppers whose buying decisions 
are conditioned by skillful point of 
sale merchandising. 

Mr. Corrado told the meet- 
ing that there is a continuing 
trend away from blends toward 
straights. He predicted that the 
sale of straights would over-take 
blends within two years. 


s National Distillers’ fall advertis- 
ing program will break late in Sep- 
tember in newspapers, magazines 
and on outdoor panels in major 
markets. The company’s advertis- 
ing agencies, principals of whom 
were present at the meeting, are: 


Lawrence Fertig & Co. for Old} 
Crow, Old Sunnybrook, PM, Old} 


Cabin, Century Club whiskies, 
Monnet cognac, Merito rum and 
Dekuyper cordials. 

Kudner Agency for Old Grand- 
Dad, Old Taylor, Old Overholt, 
Mount Vernon, Crab Orchard, Bel- 
lows Partners Choice and Bellows 
Club whiskies. 

Lennen & Newell for Hill & Hill 
and Bourbon DeLuxe whiskies. 

Fletcher D. Richards Inc. for Gil- 
bey’s gin, Gilbey’s vodka, Vat 69 
and King George IV scotch whis- 
kies. 

Doremus & Co. handles National 
Distillers’ institutional advertis- 
ing. + 


McGraw-Hill Shifts 
Execs in Integration 


of International Corp. 


(Continued from Page 3) 
the McGraw-Hill organization in 
international affairs and will re- 
port to Messrs. Benjamin and 
Bond. 


s These changes are being made, 
ADVERTISING AGE was told, to in- 
tegrate more effectively the for- 
eign and domestic operations of 
the publishing company after Mr. 
Montgomery’s retirement. The in- 
ternational corporation will con- 
tinue as an operating subsidiary of 
McGraw-Hill Publishing Co. 

McGraw-Hill International Corp. 
was formed in 1947, following the 
purchase by McGraw-Hill Pub- 
lishing Co. of Chilton Co.’s stock 
which that company held jointly 
with McGrew-Hill in Business 
Publishers International Corp. The 
two publishing companies founded 
BPIC in 1925 to publish interna- 
tional magazines and buyers’ 
guides (AA, Jan. 13, May 2, 1947). 
Since 1947, McGraw-Hill has op- 
erated the international corpora- 
tion as a subsidiary. 

Mr. Montgomery has been pres- 
ident of the international corpora- 
tion since 1955. In 1954 he was ap- 
pointed exec vp of the parent 


|company. Before that he was sen- 


ior vp of the publications division. 


s He joined the McGraw-Hill 
organization in 1934 as eastern 
advertising manager of Business 
Week and became advertising 
manager nine months later. In 
May, 1945, he became publisher of 
that publication. 

Earlier in his career he had been 
an advertising salesman for Vogue, 
advertising manager of American 
Home and, before joining Busi- 
ness Week, a new-business man 
for N. W. Ayer & Son in Phila- 
delphia. 

Currently, McGraw-Hill Inter- 
national Corp. publishes, in addi- 
tion to books, the following maga- 
zines: American Automobile, El 
Automovil Americano, Ingenieria 
Internacional Industria, Ingenieria 
Internacional Construccion, Mc- 
Graw-Hill International Manage- 
ment and Overseas Automotive 
Buyers Guide, in both English and 


Hermitage, Old Dover, Old Log!Spanish. # 


\f you are 


Agency Head Arrested in $1,000,000 


(Continued from Page 2) 


Connecticut National Guard (169th 
Infantry ball), Army & Navy Un- 
ion annual convention, Connecti- 
cut Who’s Who on the Highway, 
Catholic Total Abstinence Union, 


tive Manual, the Public Employes’ 
Press, the Postmaster’s Advocate, 
Federal Employes Veterans Assn., 
Republican State News, The Pub- 
lic Employe, Charter Oak Bridge 
Employes’ Christmas party, and 
International Geneva Assn. Inc. of 
Hotel & Restaurant Employes, 
Hartford branch. 

Also listed were the 43rd Infan- 
try Division reunion, 43rd Divi- 
sion Veterans Assn., Postmaster 


of Post Office Clerks. 

U.S. Attorney Simon S. Cohen 
told Commissioner Holden that the 
Miller books showed total collec- 
tions of $20,000 to $30,000 a week. 


es A weekend announcement at 
Providence disclosing that effec- 
tive with the September issue, The 
Public Employes Press—AFL-CIO 
publication—would be suspended, 
touched off the federal action. A 
union executive was quoted as 
saying that Mr. Miller had made 
an agreement with the organiza- 
tion to sell advertising space and 
publish the magazine. 

Federal authorities in Hartford 
moved into action after the Provi- 
dence news was released in order 
to prevent Mr. Miller and his ac- 
cused associates from fleeing the 
scene. 


s Federal authorities were reluc- 
tant to discuss complete details of 
charges against the East Hartford 
advertising executive. It is con- 
tended, however, that much of the 
advertising allegedly solicited for 
various publications never ap- 
peared and that the money was 
eventually pocketed by the Miller 
organization. 

In other cases, Mr. Miller’s 
agency will be charged with ob- 
taining contracts from organiza- 
tions to solicit in the name of these 
organizations. In these cases, the 
contract would call for turning 
over specific sums to the organi- 


nam Phalanx (anniversary ball), | 


Mental Hospital Employes Legisla- | 


Gazette, and United Nations Assn. | 


Ad-Solicitation-by-Mail Fraud Action 


zation. 

The contracts, however, set no 
actual limit on amounts that could 
be solicited, thus allowing Mr. Mil- 
ler to solicit huge sums over and 
| above the amount to be turned 
| over to the organization. 

Mrs. Anna Mae Switaski, vice- 
chairman of the Republican State 
Central Committee, commented: 
“We've had a great amount of dif- 
|ficulty with Republican State 
News. None of us in the party or- 
| ganization ever saw the publica- 
tion. No one in the state or county 
|Republican organization knows 
anything about its operation. Yet 
we received numerous calls from 
people who said they were asked 
to subscribe to it. It was always a 
mystery to us.” 


= Among the 15 reportedly being 
sought this week were Fred Bar- 
on, described as general manager 
of Mr. Miller’s agency; Mrs. Flor- 
ence Filkoff, agency bookkeeper; 
Ted Emmes, Frank Whitehead, and 
R. C. McDonald, advertising solic- 
itors, and Mrs. Ruth Roe, Mr. 
Miller’s secretary. 

U.S. Attorney Cohen indicated 
that other violations of federal 
statutes may have occurred. 
“Strong-arm tactics were em- 
ployed,” he explained, saying that 
telephone solicitations for adver- 
tisements were followed up by 
personal visits, if checks in pay- 
ment for those “advertisements” 
were not forthcoming. At times, 
the sizes of the ads were not of 
the same measurements promised 
to customers, and the charges were 
for larger ads, he said. 

Describing operations in the two 
Hartford area offices of the agen- 
cy, Mr. Cohen said that phones 
“were manned by fast-talking in- 
dividuals who knew how to impose 
and solicit funds by devious 
means.” # 


Lee Names Hines Ad Manager 

Frank X. Hines, acting advertis- 
ing manager of Lee Rubber & Tire 
| Corp., Conshohocken, Pa., has been 
named permanent ad manager. 
Prior to joining Lee six years ago 
he was with the advertising staff 
of Baldwin-Lima-Hamilton Corp., 
Eddystone, Pa. 


Lucky you if McGrath is given the job 
of making your engravings. This long- 
time Chicago engraver (color and black 


AVAILABLE 
MARKETING EXECUTIVE 


Solid advertising, sales and pub- 
lic relations experience, and 
presently employed by one of 
nation’s top 20 largest advertis- 
ers in executive capacity. Pre- 
vious experience with 4-A 
Agency. Prefer Eastern Sea- 
board area, will relocate. Under 
40, fully qualified for manage- 
ment position. 
Box 729, Advertising Age 

480 Lexington Ave., N.Y. 17, N.Y. 


interested in 
RECRUITING - 


STOCKHOLDER 
RELATIONSHIP- 


INCREASED SALES-. 


look to the 
ALUMNI MAGATINES (Le pj 
~Advertising Age, July 8, 1957 


"More Leaders among our Readers" 


& white) has what it takes to give you 
superb, true-to-copy engravings. Proof? 
Lots of it— phone, write or call 


THOS. F. McGRATH 
& ASSOCIATES 


Photo Engravers Day & Night Service 
160 E. Illinois St. Chicago 11, Ill. 
Telephone: DE laware 7-5142 
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P| How to Reach College Grads mers 
A 65% increase in the combined 5 ‘ae 
circulations of American yniversity oe ion 
alumni publication® represented py (> ies 
-\ America® Alumni Magazines }s an- \* 
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New P&G Head, — 
Like Old One, 


| 


Is Former Adman ' 


CINCINNATI, Aug. 22—When 
Procter & Gamble had to pick a 
new president, they went back to| 
the place where they got the old} 
one—the advertising department. 

Come Oct. 1, when Neil H. Mc- 

Elroy’s resignation as presiu.nt 
of P&G becomes effective and he 
takes over as Secretary of Defense, 
the new president of P&G will be 
Howard J. Morgens. Just as his 
predecessor did, Mr. Morgens came 
up through the ad department— 
brand manager, advertising depart- 
ment manager, vp in charge of 
advertising. He has been exec vp 
since 1954. He is 46. 
‘ Howard Joseph Morgens came to 
P&G in 1933, fresh from the Har- 
vard Graduate School of Business 
Administration—a locale noted for 
the number of marketing men it 
has furnished to P&G. He was then 
23 years old, and previously had 
graduated from Washington Uni- 
versity, St. Louis. 


s He moved into the company as 
a salesman, transferred a year la- 
ter to the brand promotion section 
of the advertising department. In 
1946 he was named manager of the 
department, and placed on the 
company’s administrative commit- 
tee. In 1948 he was promoted to vp 
in charge of advertising, and in 
1950 was elected to the P&G board 
of directors. Announcement of his 
appointment to the presidency by 
the board—a move which surpris- 
ed few insiders—was made today. 
The similarity between the old 
and new P&G presidents is mark- 
ed: Neither held jobs with other 
companies: neither worked outside 
the marketing end, and both were 
primarily concerned with person- 
nel and training of the young ex- 
ecutives in the business, on whom 
much depended for the company’s | 
future success. 
Mr. Morgens was never regarded | 
as a protege of Mr: McElroy, large- | 
ly because the two men were close 
in age—six years difference. Ob-| 
servers think the principal differ- 
ence between the two men as 
administrators lay in personality 
—Mr. McElroy is less deliberate} 
in his decisions than is Morgens. | 
“Morgens can move as fast as is| 
necessary,” says one 
“but he is—or perhaps consciously | 
gives the impression—of being de- | 
liberate in judgment.” } 
| 

® Mr. Morgens has the respect and | 
liking of the advertising men who 
worked with and under him in 
Cincinnati, largely on three 
grounds: (1) Considerable exper- 
ience in every phase of the giant 


soap company’s marketing, includ-| administrative assistant to Mr. Mc-| 


Howard J. Morgens 


man recalls that he fumbled for| just that. They dance on your id 


an instant, partially from surprise 
that Mr. McElroy remembered his 
name and the brand he was work- 
ing on. But years later he remem- 
bers that incident, and the pleas- 
ant and surprised feeling that the 
client’s president knew and cared 
who he was and how he was doing. 

On the other hand, Mr. Morgens’ 


record of promotion and selection | 


of marketing men is outstanding. 
If less outgoing than his prede- 
cessor, he has a formidable reputa- 
tion for spotting and encouraging 
ability. He has what observers 
call a “strong personality,” but 
nowhere near Mr. McElroy’s oc- 
casional volcanic temper. 


= However, he is precisely in the 
mold of his predecessor (and other 
P&G executives) in the tradition 
of public service. He has been 
chairman of the Advertising Coun- 
cil (1952-53), former president of 
the Citizens Development Commit- 
tee of Cincinnati, and a trustee of 
the Cincinnati Children’s Home, 


Childrens Hospital and the Mu-| makes advertising differ only in 


seum of National History. 
Mr. McElroy said of his success- 
or that P&G was left “in strong 


with the business and will be sur-/| sumer’s 


Overtones of 


Motive Research 
Fret Prof. Sisk 


(Continued from Page 1) 


form of the ‘soft’ or sophisticated 
sell (as opposed to ‘hard’ or| 


| high-pressure sell), but it tends to) } 


sabotage your sales_ resistance 
without your conscious knowledge. | 

“Many of the animated figures 
that more and more are dominating | 
tv commercials are planned to do| 
with feet so light you can’t even| 
feel them. 


tiser’s interest to attack any part | 


of the consumer’s personality | 
(conscious or unconscious) that | 
will induce him to buy,” Mr. Sisk 
says, “certain moral questions 
arise.” 

Among these he mentions one 
raised by Perrin Stryker in the 
June, 1956, issue of Fortune: 
“Whether any manufacturer| 
should exploit, as buying motives, 
the deepest human frailties that 
can be dug out by the psychoana- 
lytic method.” | 
| Mr. Sisk asks whether such 
tehniques are “an invasion of pri- 
vacy” and asks, “What harm will 
result from such a skilfully calcu- 
lated encouragement of weak- 
ness?” He considers these are good | 
questions. 

“In fact,” he says, “as long as| 


there has been advertising they 
have been good questions, for MR 


eee ee aellllee n 
_ 
\ 


( 


\ 


HANG IT AlL—That production man 
got mixed up again, put the gar- 
ment bag ad copy with the bra ad 


appearing in the Aug. 19 Cincin- 
nati Enquirer. 


Life, which pictures the car against 
a background of “mist or fog, or 
is it ectoplasm?” and out of which, 
Mr. Sisk says, people are emerging 
singly or in small groups converg- 
ing on the auto, with expressions 
on their faces of “unqualified de- 
light and approval,” he notes that 
the copy emphasizes that the car is 


|“straight out of tomorrow.” 


“Note,” he asks his readers, “the 
ad’s strange attitude toward time 
and change. One of the best things 
it has to say about the car is that 
it is new. 


s “ ‘New’ for the adman is a magic 
word; it always means ‘better.’ 


a 
0 


nd change and wil! soon become 
ld—‘Where are the Mercurys of 
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General Mills 


| Centralizes Grocery 


Ad Setup, Shifts 13 _ 


(Continued from Page 1) 

| Here are the new advertising 
| posts: 

| CC. S. Samuelson, formerly ad- 
|vertising manager for grocery 
|products, becomes assistant direc- 
tor of advertising, with prime re- 
sponsibility for coordination of 
consumer products advertising 
and for media and shows. 

J. E. Ratner, formerly manag- 
er of marketing services, was ap- 
pointed director of creative and 
marketing seivices, which in- 
cludes the Betty Crocker home 
service department, the market 
|research department and other 


= “Now since it is to the adver-|@"4 vice versa in this retail ad | advertising services. 


| J. H. Weaver, formerly manag- 
fed of print copy and packaging, 
|was named manager of advertis- 
| ing services. 

|@ E. H. Andreson, General Mills 
|vp, formerly director of sales, be- 
comes director of marketing in 
the grocery products division. 

J. M. Coleman, formerly south- 
jern area sales manager, becomes 
nationcal sales manager. W. B. 
Cash, assistant director of per- 
sonnel administration, becomes 
marketing manager for baking 
mixes. J. J. Moran, formerly east- 
ern area sales manager, was ap- 
pointed marketing manager for 
Betty Crocker mixes. L. H. Crites, 
| formerly advertising manager for 
|ready-to-eat cereals, becomes 
marketing manager for cereals. E. 


|But what is new is bound to time|H. Kees, formerly western area 


jsales manager, becomes market- 
ing manager for flour. 


\degree from what it has always| Yesteryear?’ Yet the adman here,| 


| been. Advertisers have 


always | 4S everywhere, wants ‘new’ to sug-|® I. H. Sugarman, formerly ad- 


found it useful to exploit the| est final and lasting achievement, vertising manager for the O-Cel- 
hands. Howard Morgens has grown| more unlovely aspects of the con- the top at last, something time can-|O division, becomes marketing 


personality—his greed, | 


rounded and supported by what I Just, snobbishness, selfishness, nar-| 
believe to be one of the strongest! cissism, insecurity and material-| 4nd change,” Mr. Sisk asks, “ex- aged foods operations control ex- 


industrial 
country.” 


organizations in 


NO MASS MOVE SEEN 
FOR P&G EXECUTIVES 


the | ism.” 


not touch. 
“Isn’t the ad’s attitude to time 


|actly that of a child? For the child, 


jmanager of household specialties. 
D. C. Maugham, formerly pack- 


ecutive, becomes sales plans and 


|time and change make wonderful| distribution coordinator. 


® Pointing out that “American | 


|industry makes many fine and in-| 
dispensable products which it has| 


Cincinnati, Aug. 21—When Neil a right to advertise honestly, and 


H. McElroy takes over as Secre- 
tary of Defense in October it is 


believed unlikely he will raid the | 


Procter & Gamble top executive 
staff for assistants in his new job. 


| which it often does,” Mr. Sisk says, 
“Given the kind of society we live} 
in, the adman is an important part) 
'of our economy. We can even al-| 


|low him a certain amount of his| 


In fact, it appeared this week congenital overstatement, since we| 


that Oliver M. Gale, a 20-year 
P&G executive and manager o 


will be the only one to accompany 
Mr. McElroy to Washington. An 
it is understood here that Mr. Gale, 
despite his extensive experience in 
public relations, will have little 
if anything to do with the present 
elaborate Defense 
publicity staff. 


s Mr. Gale’s title will be special 


ing the drug division; (2) skilled) gjroy and his publicity activities, 


analysis and judgment (“He is a/if any, probably will be incidental 
profound appraiser,” said one asso-|+, his other duties. 


ciate, “with a first-rate mind and/| 
tremendous grasp of factors in-| 
volved”): and (3) a keen eye for 
copy—he headed the copy section | 
in the ad department for a time. 

Whether he has Mr. McElroy’s | 
sensitivity to people is debated; 
Mr. McElroy went far out of his! 
way to make people feel comfort- | 
able with him (“Call me Mac,”)| 
he told new account men calling at 
P&G for the first time), and he} 
made strong efforts to descend | 
from that peak of isolation on 
which many a company president 
finds himself. 

One account man recalls an early 
trip he made to P&G. Walking 
down the street on the way to the) 
hotel, he saw Mr. McElroy walking 
across the street and headed to-| 
ward him. “Hi, Joe,” said the P&G 
president, shaking his hand, 
“How're you doing with wus? 
How’s brand X?” The account! 


No successor to Mr. Gale at P&G | 


has been named as yet, although 
it is considered likely some staff 
member of the public relations de- 


| partment will be selected, in line 


with the P&G policy of advancing 
employes, rather than 
side for top executives. 


oda 
— 


O’Brien Names H. P. Kelley 
to Head New Toronto Office 
O’Brien Advertising, Vancouver, 
which has offices in Edmonton 
and Calgary, Alta., will expand 
further eastward soon when it 
opens a new branch in Toronto. 
H. P. Kelley, former president of 
Russell T. Kelley Co., Hamilton, 


observer,|the public relations department, | 


a! statements. 


Department 


going out- 


all know how hard it is nowadays 


¢| tO get anyone to pay attention un-| 


less we speak at the top of our | 


voices and make extravagant! 


| 

“We may not even complain too} 
much,” he says, “about the adver-| 
tiser’s rather tiresome pose as 
public benefactor, as if he were} 
ashamed to be primarily concerned | 
with making money. We might 
that the adman’s | 
use of MR techniques turns out to 
be relatively harmless a good deal 
of the time. 

“But,” Mr. Sisk says, “the ad- 
man, with or without MR, still re- 
mains very conspicuously an ex- 
ploiter of human weaknesses and 
a dealer in illusions, phantasms 
and dreams disguised as reality 
and truth, and for that reason we 
need to protect ourselves from him. 


leven concede 


s “No doubt some advertisers will 
use their power responsibly in the 
\future, as they have in the past, 
with a proper concern for the per- 
sonal privacy and moral well be- 
ing of the consumer. 

“But the very magnitude of the 
adman’s operation ($9 billion last 
year) tends to corrupt his sense of 
moral obligation. There is a pow- 
erful argument in tremendous 
achievement; nothing, one tends 


will direct the office. Mr. Kelley to think, can be wrong with what! 
still retains interest in Kelley Co.| works stupendously. In the face 


O'Brien is 
opening offices in Regina 
Winnipeg and expects eventually 
to open a Montreal office. 


also contemplating | of 


this argument it would be 


and | naive to hope for much.” 


Commenting on an ad for the 
11957 Mercury in a recent issue of 


things come true, and the wonder- | 


ful things will last forever. To 
what extent, then does the eco- 
nomic well-being of the country 
depend on a disguising of the real 
nature of time? 


“And,” continues Mr. Sisk, “is 


there not something vulgar in the) 


ad’s empnasis on length, size of 
engine and current of horsepower? 
Why do Americans pride them- 
selves on cars that will not fit into 
their garages but will, in a pinch, 
pull the Super Chief over the 
Rocky Mountains? Is this not like 
the way a child tries to be a big 
man—by impressing his peers with 
the size of his muscles and the 
number of his marbles? If one 
were really a big man, would he 


|be so concerned with displaying 
|his bigness? 


s “Please understand,” Mr. Sisk 
adds, “I am not talking about the 
Mercury itself, but about attitudes 
toward it. No doubt it is a good 
automobile that many people will 
buy for perfectly adult reasons. 

“But many others will try to buy 
what the ad poetically suggests can 
be bought, but which unfortunate- 
ly no automobile manufacturer has 
to sell them. 

“For those people the ad is suc- 
cessful in proportion as it keeps 
them from asking embarrassing or 
damaging questions and induces 
them to accept its equation of Mer- 
cury and heaven-on-earth.” # 


Topics Publishing Moves 

Topics Publishing Co. and its 
subsidiary, Food Publications Inc. 
are moving under one roof, effec- 
tive Aug. 26, to new quarters at 
708 Third Ave., New York. Topics 
publishes Drug Topics, Drug Top- 
ics Red Book and Drug Trade 
News. Food Publications publishes 
Food Topics and Food Field Re- 
porter. 


P. L. Parker, formerly admin- 
istrative assistant to the director 
lof grocery products advertising, 
|becomes assistant to the director 
of marketing. 

C. W. Plattes, formerly manager 
of creative services, becomes ad- 
vertising manager of cereals. 


® Continuing in their present ca- 
pacities at General Mills are G. W. 
Ryan, head of the marketing man- 
agement team for all products in 
Canada; J. F. Mathes, ad manager 
of baking mixes; M. A. Sowers, 
ad manager of Betty Crocker mix- 
es; J. E. Steele, ad manager of 
flour, and T. B. Humphrey, ad 
manager for Canada. 


$24,000,000 IN ADS 
SPENT BY GM IN ‘56 

MINNEAPOLIS, Aug. 23—General 
Mills spent about $24,000,000 in 
advertising during its fiscal year 
ending May 31, Charles H. Bell, 
president told the annual stock- 
holders meeting here. 

(ADVERTISING Ace, in its 100 
leaders profile issue Aug. 19 esti- 
mated General Mills’ total ad ex- 
penditure for 1956 at $31,000,000. 
The difference is explained by 
| the fact that Mr. Bell referred only 
to media expenditures, whereas 
AA also included sales promotion, 
collateral, ete~ and also to the fact 
that AA covered calendar 1956, not 
the fiscal year.) 

GM also spent $16,000,000 in 
expansion during the fiscal year, 
Mr. Bell told stockholders. He 
said the company plans further 
expansion and modernization in 
1957, but gave no estimate of the 
amount of money to be spent. Ex- 
pansions and modernizations will 
cover cereal mills, feed mills, 
flour mills, refrigerated biscuit 
plants and research facilities. It 
is also building a new home of- 
\fice in Minneapolis. + 
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Advertisers Make No Mad Rush to Radio and 
Television in New Detroit Newspaper Strike 


Detroit, Aug. 23—Despite the 
fact that Detroit’s three daily | 
newspapers have been closed since | 
Aug. 19 by a strike and lockout | 
stemming from the firing of 67 
mailers, there has been no mad 
rush to radio, television or neigh- 
borhood papers by advertisers 
as happened in December, 1955, | 
when the three papers were| 
closed for 45 days by a strike of 
stereotypers. 

This is due primarily to the fact 
that, because of the nature of the 
strike, the papers may resume 
publication any moment. 


® The trouble began at the De- 
troit News Aug. 17 when the 67 
mailers were fired because they | 
refused to work an hour overtime | 
after completion of a double shift. | 

The mailers immediately threw 
up a picket line and the teamsters, 
who truck the papers from the 
plant, honored the picket line. 

The Detroit Free Press and the 
Detroit Times published Aug. 18 
editions bearing both their own | 
and the Detroit News masthead. 

When the pickets remained at} 
the Detroit News on Aug. 18 the) 
Free Press and Times ceased pub- | 
lication under the announcement | 
that the three papers are mem-| 
bers of the Detroit Newspaper | 
Publishers Assn. and a _ strike! 
against one is a strike against all. | 


the situation is 
the fact that the mailers in the} 
case are members of the Inter-| 
national Mailers Union. The three | 
papers have mailer contracts with | 
the International 
Union mailers, but none with the 
IMU, and consequently have not 
recognized the IMU. 

Most of the city’s 500 mailers 
voted a year ago to pull out of the 


8 Complicating 


ITU and affiliate with the IMU, | 


and apparently are awaiting the 
end of the contract in November 
to effect the switch. The ITU has 
not moved to help either the strik- 
ing mailers or those fired. 


® The Detroit publishers associa- 
tion sought to end the strike by 
enjoining the strikers from picket- 
ing, on the grounds they held no 
contract with any Detroit daily 
newspapers. 

Circuit Judge Horace Gilmore, 
however, ruled his court had no 
jurisdiction in the matter, which 
he said belonged properly to the 
National Labor Relations Board. 

There has been no _ violence 
during the shutdown and the 
three papers have kept their edi- 
torial, circulation and business of- 
fice personnel on the payroll. 
There was no indication whether 
this would continue should the 
strike drag on much longer. 


JAMES §S. SWAN, formerly Cleveland 
manager of Good Housekeeping,| the two test cities, plus mail dis-| 
has been named publisher of Cos-| tribution of samples in Milwaukee, | 
mopolitan, New York, succeeding | but national advertising plans have Times—“going to start thinking about it very seriously now”; Tribune 


William Campbell who is taking 
over a special assignment with the 
international circulation division of 
Hearst Magazines. Richard G. Kull, 


of the Cleveland sales staff of 


committee has 


Typographical 


(During the 1955 strike the 
News kept its editorial and busi- 
ness office personnel on the pay- 
roll but the Times and Free Press 
put theirs on furlough.) 


®s A committee composed of the 
heads of the various unions hold- 
ing contracts with the newspapers 
has tried to work out a formula 
for resuming publication and ar- 
bitrating the firings. So far the 
met only briefly 
with management. 

The trouble came in the midst 
of a spirited circulation fight be- 
tween the News and Free Press 
for leadership. The News has a 
circulation of 463,000, the Free 
Press 456,000 and the Times 400,- 
000. 

Mailers at the three papers 
have a contract calling for $3.15 
an hour and the News said those 
fired averaged $160 a week, in- 
cluding overtime. 


BOSTON ENDS SECOND 
NEWS-STARVED WEEK 


Boston, Aug. 22—Advertisers 


|of the merger is expected next week. No confirmation could be ob- 


are switching their budgets to ra- 
dio and tv as this city completed | 
its second newspaper-starved 
week. 


Little hope for settlement was 
seen at the end of this week. The 


strike stalemated today when the | 


International Mailers Union, on 
strike against all the city’s major 
newspapers, voted 180-7 to stand 
firm against a “totally inadequate 
offer.” 

Some 5,000 newspaper workers 
have been laid off their jobs dur- 
ing the strike. 


s Out-of-town mewspapers are 
| selling at a premium. The Sunday 
| New York Times is reportedly 

selling at $1 copy in Harvard 

Sq. and for 50¢ a copy in other 
|parts of the city. 

Other dailies are selling at 15¢ a 
copy. The Union-Leader, Manches- 
ter, N.H., is planning a 100,000-run 
|Boston edition and advertising 

representatives are conferring 
with Boston film exhibitors. 

Johnson, Kent, Gavin & Sinding, 
representative for a number of 
suburban Boston newspapers, re- 
|ports that almost all its newspa- 
|pers have shown circulation hikes 
|during the strike. Some of the 
| gains: Lynn Item, from 22,000 to 

32,000; Waltham News Tribune, 

14,800 to 25,000; Cape Cod Stand- 
| ard-Times, 16,900 to 25,000. 

Movie theaters in downtown 

Boston ascribe a 25%-to-50% cut 

in grosses to the strike. A Boston 
|summer theater is closing 
| weekend as a direct result of the 
strike. = 


P&G Tests Ivory 


Liquid Detergent 
In Two Markets 


CINCINNATI, Aug. 21—Procter & 
Gamble Co. is readying another 


the famous Ivory name—with 
market testing now under way in 
Milwaukee and in Columbus, O. 
P&G said results indicate Ivory 
| liquid detergent will soon be test- 
ed in other markets. Newspaper 
ads and tv spots are being used in 


|}not yet been formulated. Compton 
| Advertising, New York, is han- 
dling the account. 

| Joy and Dreft liquid detergents 
also are manufactured by P&G, 
so the Ivory fluid is being adver- 


Last Minute News Flashes Lorillard Shifts 


Erwin, Wasey-R&R Merger Virtually Complete | 


New York, Aug. 23—As ADverTISING AGE went to press only the 
signatures of agency officials were needed to complete the merger 
of Ruthrauff & Ryan and Erwin, Wasey & Co. Official announcement 


tained of a report that Erwin, Wasey interests would control some 
60% of the new shop. Talk of a possible merger of Chambers & Wis- 
well and R&R was still in the air this week, although somewhat 
eclipsed by the R&R-Wasey talks. 


Doyle Named Kroger Account Head at C-E 

Detroit, Aug. 23—John Doyle, formerly an account executive on 
DuMont and General Motors Acceptance Corp. for Campbell-Ewald 
Co. in New York, is being transferred to the Detroit office as account 
supervisor on the agency’s recently acquired Kroger Co. account. 
Campbell-Ewald was named for ten of the food chain’s midwest divi- 
sions. 


Lewis Edwin Ryan ‘Approached,’ but Not Merging 
Wasuincton, Aug. 23—Lewis Edwin Ryan, head of the agency here 
which bears his name, told AA today that he had been approached 
with merger propositions by Kenyon & Eckhardt and Ruthrauff & 
Ryan, but that he is not interested. Meanwhile, James W. Austin, vp 
of Capital Airlines, Ryan’s principal account, told AA that he had 
had “upwards of a dozen solicitations” from agencies in the past six 
months but that Capital was not interested in changing agencies. 


Sterling Push to Introduce Bayer Nasal Spray 


New York, Aug. 23—Sterling Drug will introduce its Bayer nasal 


Kent, Newport 
Cigarets to L&N 


(Continued from Page 1) 
in the advertising business. 

The decision to put all Loril- 
lard’s eggs into one agency basket 
was attributed to Lewis Gruber, 
Lorillard president, who thinks too 
much is made of the advantages of 
having competing agencies. 


® In the past year Mr. Gruber’s 
team (he became president Aug. 
6, 1956, after having been vp and 
sales director) has been making 
some sharp changes in the once- 
placid tobacco company: 

1. New merchandising tech- 
niques were introduced to reverse 
the falling sales of Kent and Old 
Gold filters. The price of Kent 
was cut. 

2. Early this year Old Gold 
regulars and filters were repack- 
aged and reintroduced with a fan- 


spray—the_ first product since Bayer aspirin to be marketed under 
the Bayer name—in an “intensive” campaign starting Sept. 1. Print 
advertising, handled by Thompson-Koch, will include Life, This Week, 
First Three Markets, New York Times Magazine and an assortment of 
independent supplements. The radio and ty campaign, handled by 
Dancer-Fitzgerald-Sample, will include “True Story” and “Saber of 
London” (both NBC-TV) and one other NBC daytime tv show; a net- 
work radio participation not yet decided upon, plus the possibility of 
spot radio and tv. 


Durham Opens Management Consultant Office 

New York, Aug. 23—Robert C. Durham, who recently resigned as 
senior vp of Ruthrauff & Ryan, has opened his own shop as a man- 
agagement consultant at 290 Park Ave., specializing in agency acqusi- 
tions, mergers and longtime growth planning. Previously with Kenyon 
& Eckhardt as assistant to the president and chairman, Mr. Durham 
was at one time general supervisor of advertising services with the 


this | 


liquid detergent—this one under | 


Metropolitan Life Insurance Co. 


Steero Instant Bows with Push in Dailies, Radio 


| Jersey Crry, Aug. 23—American Kitchen Products Co. will launch 
| its Steero instant bouillon in a newspaper campaign supported by spot 
|radio in mid-September. The initial schedule includes San Francisco, 
|Los Angeles, Portland, Seattle, Oakland, Tacoma, Spokane, Philadel- 
|phia, Cleveland and Baltimore, with additional markets to be added 
as the product gains distribution. Rose-Martin is the agency. 


Clear Band Aid Tape to Bow in September 


New York, Aug. 23—Johnson & Johnson will introduce in Septem- 
ber a new Band Aid with a transparent tape. It will be promoted 
heavily on tv and in The Saturday Evening Post. It will come in a 
blue & white plastic container with a plastic cutter so that it can be 
torn off to length desired. It will retail at 39¢. N. W. Ayer & Son is 
the agency. 


Allen Moves from Durstine to Donahue & Coe 


New York, Aug. 23—George Allen, formerly a group supervisor at 
Biow Co. and most recently creative director at Roy S. Durstine Inc., 
has joined the copy department of Donahue & Coe. 


Theater TV Contenders Battle; Other Late News 


e What was to have been a battle between Sugar Ray Robinson and 
Carmen Basilio Sept. 23 for the middleweight title is turning into a 
struggle between two theater tv companies for rights to the match. At 
press time the champion was holding out for coverage by TelePromp- 
Ter, while the International Boxing Club was insisting on a Theater 
Network Television hookup. The next round in this battle is scheduled 
to take place Aug. 26 when the New York state athletic commission 
attempts to settle the dispute. 


| 


e New business signed or near the signing stage at NBC-TV, New 
York this week included: Drackett Co. (Young & Rubicam) and Lew- 


hours on “Wagon Train,” and Pan American World Airways (JWT), 


in January. 


e Joseph H. Ream, who resigned as exec vp of CBS in 1952 for per- 
sonal reasons, is returning to the network as vp in charge of its Wash- 


his resignation from CBS, Mr. Ream lived in retirement in Florida 


for several years. For the past year he has served as deputy director 


| of the National Security Agency, in Washington. 


\° In a front page editorial the Chicago Daily News has “asked” for 


a 2¢ raise in newsstand prices and announced that effective Aug. 31 
lits daily edition price will be raised from 5¢ to 7¢ and its Saturday 
|edition from 10¢ to 12¢. Reaction from other Chicago papers queried 
by AA: American—“thinking very hard about a similar boost. It’s 
bound to come and the News’ move has definitely hastened it’; Sun- 


—“giving grave and serious consideration to the problem but haven’t 
/Teached any decision yet.” 


le Peter McDonald, formerly a principal in Jewell-McDonald Adver- 
| tising, Oakland, Cal., has joined Guild, Bascom & Bonfigli, San Fran- 
cisco, as an account executive. His accounts will be Mary Ellen Inc., 


Good Housekeeping, will succeed |tised as the “new white liquid”| which shifted from Jewell-McDonald to GB&B about two months ago, 


Mr. Swan as Cleveland manager. 


| detergent. + 


and Mother’s Cake & Cookie Co. 


is-Howe Co. (Dancer-Fitzgerald-Sample), each for 13 alternate half- | 7% 


which carried the now-sustaining “Meet the Press” on alternate 
weeks, until January, 1957, for full sponsorship of that show starting 


ington office. He will replace the late Ralph W. Hardy. Following 


fare of advertising (AA, March 
11). In April Lorillard introduced 
a new brand, Newport, a mentho- 
lated filter, after testing on the 
Pacific Coast. 

3. In July Lorillard had uncanny 
luck with its Kent ads, which hit 
about 60 newspapers in 16 markets 
just as the August issue of Read- 
er’s Digest came out with a pat on 
the back for Kent in its second 
article on filter cigarets (AA, Aug. 
5). The Kent ads claimed tests 
had proved Kent was superior be- 
cause of its new filter. 

The Digest article reported in- 
dependent laboratory tests on Kent 
with results similar to Kent’s own 
claims. Both Lorillard and Y&R 
denied that the advertising had 
been designed to allude to the Di- 
gest article. 


® Since the Digest’s first blast 
against claims for filter-tip ciga- 
rets in June, trade sources report 
there has been an increase in Kent 
sales. But many are skeptical as to 
whether or not the increase can be 
maintained. The company claims it 
has had a 500% increase in Kent 
sales during the past two months. 

Currently, tobacco jobbers say, 
the leading filter brands during 
the first six months of ’57 have 
been Winston, Viceroy, L&M and 
Marlboro, in that order. Kent and 
Old Gold filters have been also- 
rans, they say. The new brand, 
Newport, isn’t yet off the ground. 

Last year Kent showed a 25% 
gain, but its chief competitors 
gained more. Viceroy sales were 
up 26.4%; Winston 50%; L&M 
54.2%, and Marlboro showed a 
sales gain of 107.7%. 

In 1956 Lorillard’s 4ales were 
$203,000,000, compared with $278,- 
000,000 in °55, $231,000,000 im ’°54 
and $253,000,000 in °53. Its profit 
margin dipped from 8.7% in ’53 to 
in '54, 6.9% in 55 and 6.4% in 
56. 

Figures are not available for the 
first half of '57, but first quarter 
sales were $48,000,000, compared 
with $47,000,000 in the first quar- 
ter of ’56. 

Because of the heavy cost of 
launching the Newport brand and 
introducing new packaging for 
other brands, earnings for the first 
half are expected to be down con- 
siderably. 


® Lorillard is the oldest tobacco 
company in the country, and 
ranked sixth among cigaret man- 
ufacturers in 1956, with 5.7% of 
the total output. It was the 49th 
largest advertiser in 1956, with a 
reported expenditure of $14,800,- 
000—down $1,000,000 from ’55. 
Lorillard’s advertising had been 
stepped up considerably this year, 
and expenditures for the year re- 
portedly will hit a new high of 
$18,000,000 to $20,000,000. + 
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There's Other Business Like Show 
Business, Blaine-Thompson Discovers 


(Continued from Page 3) 
about beans and catsup?’ they’d 
ask.” 


@ Perseverance and enthusiasm 
gradually won out, and the agency 
convinced a number of small pack- 
ers that the new division had 
something to offer. Since then the 
division has picked up more than 
30 accounts and $2,000,000 in bill- 
ing—and is confidently aiming at 
$5,000,000 in billings in another 
two years. This, added to the $5,- 
000,000 billed by the theatrical and 
motion picture divisions, would 
bring Blaine-Thompson into the 
ranks of the $10,000,000 shops. 

The burgeoning division is built 
on the concept that an agency 
should give many more services 
than the average agency is now 
offering. “I like to feel we work 
with the client (1) to get his prod- 
uct on the shelf, (2) to secure his 
shelf position and then (3) to 
move the product off the shelf,” 
Mr. Stiefel maintained. 

“Most agencies do only the lat- 
ter, but most companies are seri- 
ously in need of the first two— 
because their sales departments 
have lost the art of selling. They 
have been so busy taking today’s 
orders, they haven’t had time to 
look ahead to tomorrow’s needs, to 
analyze and keep pace with the 
revolution taking place in selling. 


s “They don’t think ahead, so they 
do one of two things: They floun- 
der around, or in desperation they 
go to a management consultant. 
They should be able to look to the 
advertising agency. 

“Here at Blaine-Thompson we 
not only conduct sales meetings 
and sales training courses for our 
clients, but we go right out into 
the market and work with the 
sales representative, the broker, 
the distributor and the chain store 
executive. 

“All of our people are well ex- 
perienced and acquainted in the 
trade, and when a_ promotion 
breaks anywhere in the country 
we are right there to see that all 
goes well. You cannot sit in an of- 
fice on 44th St., press a button and 
know what’s going on in Jackson- 
ville or New England. A product 


must be sold differently in dif- 
ferent sections of the country, and 
we have to be there to know how 
to do it. 

“Too many agencies are so en- 
grossed in thinking up big media 
lists that they ignore the regional 
and local aspects of advertising— 
they forget that’s where the sale 
takes place. 


s “We want to take part in every- 
thing that pertains to selling a 
product, from designing the letter- 
head on up. And we feel as much 
effort should go into a trade ad as 
into a Life ad. 

“It’s a costly way to run an 
agency (we operate strictly on the 
15%), but we can do it because 
the agency is well established and 
has a strong financial backing, al- 
lowing us to invest in the growth 
and potential of accounts in the 
hope that, as sales increase, ad- 
vertising will keep pace.” 

Mr. Stiefel is very articulate 
also on the respective roles that 
the small and the large agency 
should play in the advertising 
world. 

“I believe there should be a 
farm system in advertising, just 
as there is a farm system it. base- 
ball,” he says. “Mickey Mantle 
wouldn’t be Mickey Mantle with- 
out first coming up through the 
minor leagues. 

“In the same way, I believe a 
company should assign its small 
products to small agencies, instead 
of handing them over to the agen- 
cies handling its big ' products. By 
limiting their agency considera- 
tion to the relatively few top 
agencies, the big advertisers de- 
prive themselves of the bold, dar- 
ing and refreshingly different ads, 
merchandising and sales promo- 
tion they could have. 


a “The guy who selects a big 
agency may feel more confidence 
—and find it easier to justify his 
choice—in selecting a name agen- 
cy rather than taking a “risk” 
with a less impressive agency. 
However for a small product, a big 
agency will probably create a cam- 
paign in three or four weeks and 
then sit back and collect commis- 
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sions for 52 weeks. 

“The small agency, on the other 
hand, will live with that small ac- 
count with very real dedication 
for 52 weeks of the year.” 

One unique talking point of the 
agency’s consumer products divi- 
sion is its close relationship with 
the entertainment world. It’s no 
problem at all for the agency’s 
three divisions to join forces and 
work up a special promotion com- 
bining a product and a celebrity 
or a show. 

For example, when Merkel Inc. 
had a hog-calling contest to pro- 
mote its smoked hams, it was a 
simple matter for the agency to 
line up “Moonbeam McSwine” 
(Carmen Alvarez) from the cast 
of “Li’l Abner” as a judge. 


® In another play, “The Sin of Pat 
Muldoon,” the refrigerator door 
opened on a resplendent display 
of Blaine-Thompson products, and 
in one scene a package of ice 
cream produced by Doughnut 
Corp. of America, another client, 
was enthusiastically consumed on 
stage. 

Similar tie-ins now are in the 
works for a haif dozen Broadway 
shows set to open this fall. 

The agency, which figures it is 
the nation’s third oldest, was 
founded in 1901 in Cincinnati. A 
few years later it acquired the 
Warner Bros. account and opened 
a New York office in order to ac- 
commodate it. 

In 1928, Blaine-Thompson 
bought out and absorbed Capehart 
Carey, a theatrical agency, and 
closed the B-T Cincinnati office to 
concentrate on theatrical adver- 
tising. 


s For the future, Mr. Stiefel sees 
tremendous new business oppor- 
tunities in the number of medium- 
sized companies trying to get their | 
products into supermarkets. 

“We're at home in the super-| 
market; are you?” is the question | 
he plans to pose to manufacturers 
of cosmetics, candy, electrical 
appliances and other hard goods— 
all products that are striving to 
work their way into the selling 
arena of the supermarket. 

“No I don’t want to grow into a 
big agency—and fall into the bad | 
habits I was just talking about,” 
he says. “But I am aiming for 


PRIZES? 


Our last issue of the “Advertisers 
Confidential Contest News Bulletin” 
analyzed types of prizes offered in 
national contests. Each issue con- 
tains valuable data. To receive it 
regularly, send us your name and 
address. 

Bruce, Richards Corporation 

250 4th Ave., N.Y. 3, GR 7-8500 

Specialists in Contest Planning 

and Judging @ Direct Mail 


Byrd Johnson 
TOP ECHELON—The plans board of Blaine-Thompson’s 
consumer products division includes Albert Lee 
Lesser, president; Herbert J. Stiefel, vp; four ac- 


Steifel 


| $5,000,000 billing in two years, and 


I expect to achieve it. 

“The worst is over, because now 
we have a good compact organiza- 
tion able to handle any reasonable 
assignments. We have good com- 
panies as clients, and we have de- 
veloped some fine success stories. 
These will all result in the open- 
ing of doors that will lead to the 
attainment of our goal,” Mr. Stie- 
fel said confidently. # 


Maczko, Reid Named Top 
Officials of Wehner Agency 

The board of directors of Wehner 
Advertising Agency, Newark, has 
elected John E. Maczko president 
and Robert B. Reid exec vp. Mr. 
Maczko, who succeeds the late Kar] 
Wehner as president, formerly was 
exec vp. Mr. Ried, who formerly 
was president of Reid, Decker & 
Stocki Inc., joined Wehner earlier 
this year as a vp. 


Blau Joins Harley Earl 

William Blau, formerly a mem- 
ber of the market research staff at 
Toni Co., Chicago, has been named 
director of market research of Har- 
ley Ear! Inc., Detroit industrial de- 
signer. 


Edward Allen to KM&éG 


Edward P. Allen, formerly na- 
tional advertising representative 
for the Houston Chronicle, has 
joined Ketchum, MacLeod & 
Grove, Pittsburgh, as an account 
executive. 


Lesser 


Advertising Age, August 26, 1957 


North Jones 


count executives: Alfred Byra, William Johnson, 
David North and Barbara Jones; and George Fen- 
more, pr director. 


‘Post’ Films Bereft 


Readers’ Testimonials 


(Continued from Page 2) 
telephone call inquiring about the 
missing issues. The caller was one 
of Mr. Funt’s assistants, who had 
set up an office in Morristown as 
a Curtis representative, ostensibly 
to investigate the non-delivery of 
the Post. 

The subscribers were asked to 
come to the office and help in the 
investigation. 

Appointments were made, but 
the readers were unaware that 
the office was wired for sound and 
that a “candid camera” was out 
of sight and ready to roll. 

Mr. Funt spent about a half- 
hour with each of the subscribers. 
The starting point was always 
about the missing copies. But soon 
the readers were telling the entire 
story of the Post as it affected 
their lives. The subjects were of 
all ages and all income groups, but 
they were selected at random. 
Everyone of the 100 was inter- 
viewed. 


® In each instance, when the in- 
terview was completed, the sub- 
ject was informed about the hidden 
camera and the experiment was 
explained. Not one person with- 
held consent for Curtis to develop 
and use these pictures and com- 


}ments. The result of all this was 
| finally 


edited down from five 
hours into 25 minuites. + 


INDUSTRIAL 


FILMS 


245 W. 55 ST., N.Y.C. / JUDSON 6-1922 
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the field of 
electrically operated 
products... 


growing 70: faster than 


Our growing economy! 


The 4 major market segments in the field 
of electrically operated products are: 


e Heavy Industrial Machinery 

e Light-Duty Machines & Appliances 

© Electronic & Communications Equipment 
e Primary Electrical Equipment 


=e 


24 hours from the moment you read these words 7,854 new Americans 
will be added to our population. As fast as our population grows .. . 
our output of goods and services grows twice as fast! And as the 


spread between these totals increases ...our standard of living 


goes up. 


Much of the credit for this bright picture goes to electricity 
and the products that put it to work. 


In the home, the plant, the office . . . in communications and 
transportation . . . in practically every phase of our lives . . . electricity 


is taki the tedious, the st , the ti ing. W 
These S.!.C. Groups in the market segment of HEAVY ae ee ee ee 


INDUSTRIAL MACHINERY exceeded the 76.9% growth 
of Gross National Product in the period 1947-1956.* 


i ~ 


can do more, do it better, in less time and at less cost because of the 


scores of new electrical and electronic appliances, machines and 


equipment born of today’s new technologies. 
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The field of electrically and electronically operated products 


<n one 


is the outstanding growth area of today’s Original Equipment Market. 


It is the area most capable of rewarding your advertising and selling 


— efforts. In preparing media schedules, be sure sufficient emphasis is 
3541 — MACHINE TOOLS 3564—BLOWERS AND FANS cs 
uP | placed in ELecrricaL MANUFACTURING —the magazine aimed directly 
| 159 304 4 at the design engineering level of the whole broad field of electrically 
‘ [1947 | | 1900 | | 1080 2 ae operated products. 
3542A—METALWORKING MACHINERY 3565—INDUSTRIAL TRUCKS AND TRACTORS e. 


; = - 
"> THE MONTHLY MAGAZINE 
- 103» 95> ie 
' Ee wel tia) tie > OF DESIGN ENGINEERING 
| 23 a 4 in the field of 


3561—PUMPS AND COMPRESSORS 3567—INDUSTRIAL FURNACES AND OVENS 


4 electrically operated 
4) | 4 products 


* Estimated by EvecrricaL MaNnuractUrinc Market Research, based on 
industry growth projections by Sales Management magazine in the 1957 
Survey of Industrial Buying Power. 
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* 1250 Sixth Avenue, New York 20, N.Y. 


Se Pn Re LON eek Si SraeeeM seo ee ee RE . Be ee ae» yp 2 e's: Cae: Se os g RL OS Ti Bere ah py Ja Py OE Sere EE. a OL ee Oe ee ee ae +2 ME oe gt AOR ea te a ee ge See * 4 inf Ay ee 
Mg [ee tee am Briel ves ee | ya me ens eens 4 De gee 1 Serer E = 3 Lae a age Es ne MO NG pee oy it NA ae tea ae epee tetas {een ge es. - 
aw Liars CREST ie PafGeca % ee ae at 2s ee oC oe i ee eee eat Bk a on ape it eco, Sa ec ae Ber Al agueeer re  abetieae Ke ane aL =e ene 
hs beeesead NS een te ae aa eee) ene ae, ea a eS oe me. a RRB Bigs cea A ec ae he : ‘ Peet Se Se a meer (at eae ; 
he Cte pace ce gee, cata eae are ae te eo S es ye) ay by MRR cami eee mesa Fe Brae jt a 3 ye fi = 1g Tian toe ere abe oe eee, eee oes ft earn 
ai Ta : = ig eee © Sadan Ne Mier t or vm ory A Ree Rl! a Peon Pte OR eee Mer cafe nn rah ie Se aeatace ae AAO RE « eames : i. 1) ge Mai aegC  t Oee 
eee re en ey Aa ee ee eT ame Ta ae Lo ei i 
og Roe oor ee ei il ales ako é 2 aciiaie eeere= eee scl Labs iis ta san peter fit PRR se a — acne eee ieee s ne ie (eee ins al adi, i) ai ie : -: pera 
aoe oF = eG ee Si ly ve - A a ‘i ae ra a 73 eee = = ae i a a ie Migrates Bt oe rah rp ; jee ts nal ere agers + : se i a ao - 
see Vane at 7 Vi ear taciati gn Reet. eee Boye a eet te eek oe ere Se an ae RR ne Say PS ey we a ae as. eu) 2 . Oe ade ae” ae F - oe fe “: ig 5 ee 2. (Ct ee ede a 
Vo: ee eee ee | , A ROMS ste = 7 a eee ro < : “ 5 - , ‘ rag OF acy 
“e oe 
. ie 
me 
. er bis 1 pri t a So al i I as IT) aa Gee ca ; : 
oie, shanettGd< Pee ae bean te 0m Se ee : 
: : 
“i 
= =i 
; a ek 
. a, 
x oe a 
* = Qe: sacl 
se a ee 
‘~ : Pre 
nA 
ta ae 
: a 
a 
. i. S 
ee ies 
&: ide 
*, 7 
i 
3 - 
§ mm 
4 
< se a 
* ang 
a, 
Fs ; 
does . 
“ - 
y 7 
Me \ 
|_| 
Me , 
2 re : : | 
= 
bil 
hes : pes 
g 3 rr 
% . a 
< a | = 
S t : 
* *, : 
; 
; ! : 
: " . 
* 
aie 
a az 
4 
: ee 5 
‘ a 
—_—. | ee ‘ 
ee 4 =63563—CONVEYORS r Ps 
fo * 5 a 
. : uP ee " 
; 4 ¥ iJ Py cy 
4 + 4 
2 . | ee / , I 8% ; ee ; 
oR ; fy 
; ; " 
: 
re 
’ 
: ee k 4 pene s 
ARS Me, T - ; 
= - tt c 
| | Manuf; ea 
ieeezes- AClurjno- tl 
F ’ "8810, = sg 
: : © slentrieats note 5, | 
a “PH, end ms — x ; 
3 Emon, j { 
: a sa ee , | 
“ 10900 uP : - te ne i &£ 
cs ; [esas : j | eee teed 
- . >= ; 
| g % ' . Dal ) 
% % ‘ err = p 
°° ss > ; 
4 2 sa ce | 
*¢ 1984 - a 
% PA ; 
*~ aR am ~ ~~ J A & 
= * ia - - 
; - . 
9 _ re, ei 
x a 
as =a ; — 
a ‘ 2 — Re << 
55 7 ; 
oF +e : — 
. d e 2 ‘ 
. een ee hop 
in ta SE a | ES St, Seal met alin. Ce acne Ss (eee 7 - 
" : THE GAGE PUBLISHING COMPANY ie 
so) ore ee et ee ee a ee eo Ae fe ae Cs ey er is cited: sia ees Hi! eee ae 
ea fie bee meg i? ae eet i) es pee oe er IE 2 ae ae isi a ee thie is GE oo aa Bs ras Sn) ther ; aoe ; 
: ae <r pd Soe ie - pee Cy Ss Pete =. ta dain pio ay ed ee thin sige Sik Pe en eae OT Ee ees eee S| eae: immagine 
i - an oh FS id a PE gis tee oe Td ASR x: ee ae Fr coc hal & se + Y AB BP 4 haan A inp, it i at SS eae cy Nace, EN. - coat Se whe sailed ee. 4 oa 
* : i Sie i eg wae as é Pas ee ee ce eae: ts Te. aed oe eee ae Be ey ae, | =< ape Lo eee ee EE aan 
Bator a8 Rhos ce ee ee NP IC, ear) ree Oe te ser, « Aid ecg Meet) STI Pepe ee cS Se a tT aR 2 2 eed ite ag ee a a ee anne 


NS THE WEST 


Represented by Sawyer Ferguson Walker 


as 
es 
= 
x 
) 
9 
= 


ray socePNs 
s 


THE CHRO 


Nae ieigil VecaamtllM® i = yan er St led a ee es, i ie a aia, ? eee Ot ee rt ee 
De Sian Peni eek TT athe RE oe IS sey shag ae Map eC ek It eae es aaa Pree ie ee a See RR te Fs 3 
i? ea Cae. + em i i Pe Ny cei ER a wet She tf ae eA hays seek leet Sethe eat - meas eee >, ee ose I in le hain peice ss 
ee a ON ae eee ee ae? Aa ae Se io. SO eee ee ad sates a een iene 12 ae RE RM) merc gue, ed 
Pies i ees ee CT ieee ee eee eR ee eee eS ene emis eee 2 ll ea i Ce a I 
ae ae ae eS eee RE SS alae se ae tire, ee on Seay Cee gett ee te Pa aa bee ee. 0 Seeger 
pe oe; ue “eae ieee foe Oe 7a dee Bates? Let nin’ Ge Ae 5 Coe Ee Bed een a gO a ge ee = eee 
oe 8 er eee fy cue ae Sige ca ee Conner Sake MEE or rg 7 ’ 4 er : ile ie er. Bias te WN ORO Cer: ee eens 
ie Car 2 eae tere Se lt a Le Pao, ae a sss Ss is a Gas " oe RTD Bae Shear (ate ay ee ees. 2 aie a: 
tf. See : - ans Se ge me ae ‘ SEL gh ee ee he i ne v my ° Pies $ : ; i a < ; 3 oo 
ee ae ee oe : tite) wl eo ae Be pean oe Seg te ‘ ; ™ 
ee poo: ate z : # az 
ee : 
; — a 
s oh 
: E 
- 
cals = 
aan 
i ee a 
ea : Es 
aes ws } c 
paar : ea ke iy Ovi * 
a \) al 4 i a 
5 \ Chronicle | 
a : , * 7 
7 i ars | . 
INS f va 
Y A y San 3 | / ? 
. ' i: 
Os // a S\] 8 : 
i ~ ‘ 2 
My no 214° Ze 2 
\) ‘\ Ny IF 4 
= <4) i ‘ on i 
ane re = q j hs. 
re he Pi i = 
Mae con 9 \ a Me ; 
ria ~~ 2% ee : 
a 4, 3 ave FY Min is ‘ 
s A ee 6. eel , 
a wef me 4% 4 t ¢ ‘ , pres ley, 
ar Pe : ee. ; + t ’ 4 . ee 
iter ae ts . = Sag a ; i H , +e oo 
' ores es t . 2¥est Set ‘| haz : e (wae 
: ae a ME Ee Br Set 37. | a) Bd - ; — Pat ie 
, yee . go: & Sse Se 3B Ser ast ? Be a a 
ee ' SRR: PS tah, Stet 5 y y et ae oe 
i v3 < . be > . > | sa 4 
Eee 4. A . aN ; pss Fee 4 REINS \ 
:  S = ; E i *, . , AS er rah r 4 4% - eS ag ’ v4 fe A 5 bs 
| Se? SS eS a ee. a: : 
’ ao ' 3) ae 3 eS — wei i a’ cs % ed, FORT PRS) if a 
se — 4 ~ Gals 2 pete : ~ BS Ny iS iy oe > : 
gees me ee pat eg ve ‘3s: ie it) 4 pps ‘i 
oe Ee ws moo a: “3% > + Se S { . tee =~ 
ca " - ~ a2 “a a " ‘ ’ a 
at VS ae 3 3 ~~ cite war. -t.* ay, y - mh 7. 
ra ‘2. wa Ps - fe 7 &3 a8 5 ee) / * : . * Mg yo + 
om * ~ ty J 
_. = . ee ¢ ees, oF as ‘ ‘ > oe A : te 
. eo ee are P Be vam ete ak ss Sn 3 rs 
iy ae Ni OS ae } 2 ae,” oe. . ™ +) Tee” go ‘ ‘ ee 
: ae ce , io > ae a ce . See ; "ts < 
- wad. E> See a Yow be! 4 sS am ? Sty VA ae > : 
a os . : apres re ay ae es aly ie ioe ep cae * a 
a fe a Fs ee by ” . ; ers Sa “a x we ‘¥ , 
a aoe | 2 ad a: ; ree ib ies eywsece PSs ‘ oe . 
me ah Fess of ~, “oq > ‘ay rit ; 
oe | ae Se. ye eS - + eons no a oh EG i+ 
fecal a oS Sa Ay ok, fe — Se a eat . 
mates .' ey esas ned eae th, 5. Bais hy +S es 4 wk ) a 
‘ Mi . a : See - my +) ame swe tase " Jt os 4 pest ~ y. fa 28 : 
se Ke a ops, © i a . 1 ey acre « ' — : 
- i A = iat ote sheet pete “ ee ‘ «le ae" , a= : ere) R eer ew: ea hi 
2 a ge r BESS Se Or .. ; : “Tae te high Aa cS ah x ah Ser » EEN re = 
ys sie ee pate Nii [eS aa he ghee = the es ; ~d mays eee I 2 
er se oS lp. ae i ee Eev= of ~ a eT ae he Ser. ~ Oly ‘ Bate eS im Betta ee a8 
pet . Peet ai : Bo ay? ste ae Cee — RL ag BS ey cae > Pe hey pia A igiaae a und, ie 
Ce ie eS Bee tle ee « tere p oa) co yt . ED 2 OF Oe eer | : J aoe a ag a 
a en, ee? 23 ss Se a Fea ce Ae ee lf ee ‘ 
he oak i og Mx ae: wate ; <a. PEA od pie nays 26 — <5 fil Se re > iat i .. ‘oe 2 ae e a y oe ela - 
Re, > SW ae oe Shox eee -_- a yee SP os eet) > Vy voy RS Si 
er PN” DEES 4 oe) gute, AY 3 wes he ee 2 mT aes 6 ae er” — e, 4 oe oo igen | ‘ = 
7. oe ee eae eS ¥ Tee —_—— v ee, g a” nl y by — eae Yr ee! ie 
Bae ne ia io tr eee 7 a Sey 1" 0.02 oe i399 / +9 cary gts. oS. . ' e 
sie > ae, eee EN mas StS Ce Py iby - as ' rs ree en. - 
? at ee Sie po as * ‘ try ieee’ x , aS Rt: ‘ 
- iieth? Zee hte 8195 ee J we 0 * , ye ae OO . 
a Se - OEP gin, re S —_, % f i Re Oe aes A qa pe. - 
i= 3 A Pn 5 ee a ae ; + of Pe rth EA % pass oe | oy p box, -~ , “1 r* a a a ah 
Sag eup 8 7 ees ab ee | aes = » / a ENS ORNS 
— ee tS We Sunt 3 f : —<— > Ny ? \ x a ia : 
7 oh” ~~ RE ae: ~* | ia A : 
ANE yo Ai eog Mera rant. 2 ALS aM 4 2 ‘a deg ee aN c 
a re : : eed ds ‘ Se Meds Z ; 1 Se eo: | i ) ye lees 
ea ed “eas oes SNS Eee . ' ~ y : ‘ ’ . : bie adh, oe - 
pee aS S a ‘ : ~ View #2 5 
Pe eae 8 Saks N ae XY 3 > Tre ; 
oe emene  s Se seme 2% : - , lS 34) ; 
it ae oe Se eames ts on E > oe, ; 1 ‘ 
= ae ae A as sSuy ; x ) x , F f 4 Bs te “ 2 
a SS EE on . | a Row Re . | 
a _ Ree ‘ oo) .\) t A 
- > ++ J “ a” “s » . oe fe 
oa aa > ee ’ > y =) , \ ey : Te Ay eee” # 
ae rage See = a 4s 7 j ie ee Soe aee ene : 
aa = ge Reman" — te ae = oe Sra SP A ie 4 ; 
Cae Ses ee Segue het ' * 
FS ae ae as = —— Ge Wert Ge eee ceo. 060 
youu ae. A : «i te cae ih ‘ 
Pee 5 2 3 ae. « “—# , i - ETT ie Tae oe Y ke ‘Sets ; : 
ee or i“ CK Bes, : C2 ee Kiser See ns ~ / a oy : +, ite , 
ee SR : ro See Se RN ia cous oat cate. EB ue ~ 
te ee =o 7, ACER Se Ly wl i pe wee sen 
penitat f.'- + Lt of] : . ee da oe out Deel | thy OO aan be ee » ee if Ro Lie 
ee Re hea Pie Zen Bie en + Regn th ia. she. 9 fs 
a ee Os. eee ; Op er REN aad. > s ’ ORE es eer ee ve ~ TS ae 
2). 1) et, oo P > seas PAK PCs . | Oe lana “ ee i: * : 
ey ee * Se co % SPREAD A $F i 7, Pie a Bs fb gegt Sm gt? ct Se to. aa vit se babi . 
a. Sys ig y AE ® TE: nee ae ey Zurn CBR CERI ie Y lee gl yer | 
os np as Sow, > E- wic MEO SS 8 WR ol res ee Ya ry 5 eas PP. ‘eve a . aie, 3 . 
- e oe . : t a — . be hab 2 rx = Ca pd ee) 2. < Sy. ; ox cy » AS > rip ttet * =, pe . SAL F ) ‘ he olee we : a) . St ve : 
ice ; SS i - ars Ee: eee Vi zi Sar Bp a Pr di ie, s We Sig RRS 8, ARG = 
i eos See “ei SO ee Se, ht Bee to” lout. “o° fn eae “eh; PERE Fae : ce : ree 18 : : 
ae oi SE pot 30's, EE = S52 UR Ae Sa 2. ae my Ys aa Went % Dea AR ot a a : 
ae % cay orz Ee Bis sine "5 rs: Se. 2 Be: awe "My . ye lA, i 22 ae abe hie + SMR TY ye, ; 
gic bead e's; - Pe x A of Tak nein re Vis Fe ot er & i oa UFR Vardi, Fas vy ae oy bs he Rg’ Mee To 
"ESCA RRS ao See = ee Ne CI, Sot: ‘ = , f 2 2 ea LS ae er \ Saar anne Ba ; 
mae ae Mee Boo RS RR ee) ee rie | 
ape NY agg oF % By tc oop Sree “Sic M Shanes Se } a -. | A fT Ae * 5. oie ; 
a ete? iy Sor ae ETE aoe Ss? , P — etary Sh: he ot i; ob ce i 
sagen BuElL_ Zn ay a ‘eZ ae Be eto Te eae Td ~—— M, ae eS se ’ nts “= , ‘, F ves hy oa oa ate ia 
oe meee 2 Cae eae = TOPs Se Shee OR ad 5 Svea ue SA Rea PP, 
eae * pak ea cme Pees be é pit ea ae ss hepa ee Sct | Aa 
ee oe ’ PN ae Sse ~ = eee * .? eo. oa - Se y te ». “ay ‘oan ’ ees : ' cee ‘ 
ae ; | bse S -:  n. epee ‘ SS : yo hb, ig ss a aS) oh 1 
seas, (¢ Bi Rey - ee ~e of RAG a ae Rh Pn SEAN ARES Ces Fs ye Sei ie” 
Sal (US oa a I ee An SS as JS Nee 2 8; erg 5 AG Sa ee “A x. 
: ee. nee re ne zi ft, Danae Or ole ant Ss ae aS. : 
yr 5 lass : + SBE aka 2 P aaa ee * A x = # a : wie Ae ee ee oy a a " . 
E eae ¢ = ee 3% = se pase . Sy Se 2 ~o Yet SOS : Cn, Se 
“Se. 3 Peng SOR eS — 3 i a? es Cope Sm tO. GY ide 
BA co - Se Se eee at oP hts Cor es srk oy PS ¥ ah file. > Sant Worry Ly 
, ote Cum ses Sas: oy Ets CS SIONS . 4; j > Yeh eek ites 
Bien . eran eas ee asst ic: cy = EeOn a ft Set AL - Bs / ae ye +e 
scene . Sea oa © rn ag -% oy eee] Ste! ‘ r<! Pt eis SS PN v/s : 
= iis See CI Rae ao oe ar PS RET Lt) ee WES Ee ey 
ay nts ~ 5 ae OS <a Pn. ao 4 Deas a > ay Ing “ : 
hier ey a PTT Rs age eat ar» Sad 5 . oy ‘te y Dee /~ 
rae RS Sees penguins eS Seren. oe ie 
ae % > re si Pee vax at 2 — ‘ sane a rt, Be =. se 4 ‘ “in " bi Later y ie > » Y J 
eee oes a Ste a oe ’ Ree a te 4 £ . _ ae 
ie t a 7 ES ._w PAR Hing Rel b J Ps 4, ¥ ; 
é E ose see ti snkeg® F; ¥ eS Seay ae « rag to’ La 
m — "Pas ns sees Se & he <i “te 4 we .. >". Oshyke i ” eee ‘ 
" eae a Fee ae Pr, * Re eet eee ee . Vay ale wr 
Raa My > 7. . D ™~ a) be 
eS eg. Phys: oer 
bs i sla: - a =! ~~ 
me ue, po ee ai, . b Rik 25 . 
ke a Oh ae et | 
ee +5 ans) a 
<a +m =8 , 
oe 
ope 
a Sos gee “a ee ee ae pe eee nt ee ee a 
ies 2 2 ie ei Say gee : Shes agile te wie ie 5 pies ges 2: lide ra eR sh A eel OO et Saye ms a al sees 4 Re eam y / - wn dott 205 2 .eiiblggaeg = Se ee Ne Pema ha 
need < pti ied, tae Main ee oe 7. ae ne pe kal oe i re : ae 4 Sees : Ce ee oS Sei he Wiese Sse 
ee a ce a See PRA: cpa Figen Ponce tls nk cine ee eee aes ee Se ews: ee Sa ee eee ee ae 
gi yee ee meant oF ig a. eae Ea cana Sete he eee ae ee Re ahha UR oped Wc eee og Ge es ewe ks o> See ee ae gd. 
Bier iS Rees eS i ot ora te Pee A ae Oe ee ee ens te aes ee cee. ee i ee ae eee. ce 
CS eo ee ee Beige te TE MOET ee iste i. ee ¥ F ’ ; ils al Sala = "cit emsare et! iroireks She 5, Tal ee +e Ne ae Ar 
et os ee ae 4 v aie “qi > . 


